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! Next Month in AR... 


, How to Stage a Parade 
Every Thanksgiving morning, thousands of Philadelphians watch as Santa 
Claus is escorted to Gimbel’s Toyland with a spectacular parade. It's a 
long-time merchandising success. Christian T. Mattie Jr., Gimbel’s parade 
| director, tells the story behind this unusual annual event. 


Why Agencies Should be Interested in Point of Purchase 
Joseph Callan, Chicago division president of Einson-Freeman Co., recently 
conducted a point of purchase forum for executives of Foote, Cone & 
Belding. AR’s Bert Enos was on hand and presents the highlights—an in- 
formative article with plenty of good case histories. 


| 
Time to Produce That Business Christmas Card 
Th 


e same problem pops up every year—usually at the Icst minute . . . pro- 
ducing an unusual and effective Christmas card. AR takes a look at the 
Christmas cards it received last year and presents an analysis which may 
help in planning the greeting your firm will use this year. 


Glossary of TV Terms 
With television growing in importance, its terminology is becoming part 
of the general lexicon of advertising. To help speed an understanding of tv, 
Leo Burnett Co. produced a handy booklet for its staff. AR has received 
permission to reproduce this glossary of the most commonly used tv terms. 


@ Where's That Picture? 
Finding the right picture among two million negatives requires plenty of 
organization. AR’s Detroit correspondent tells how General Motors does it. 
e@ What Retailers Want in Premiums 
Plenty of premium offers ara available to the average retailer . .. but they 
aren't necessarily what he needs. A former supermarket operator tells why. 
@ Italic Has Its Own Domain 
There’s been a lot of opposition to use of italics in advertising typography 
... but A. Raymond Hcpper voices a defense of the frequently maligned 
faces. 
e Changeable Copy Signs—A Growing Trend in Outdoor Advertising 
What was once almost “exclusive property” of motion picture theaters has 
found growing favor with the nation’s retailers. 
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Are you a 


CALENDAR 
WATCHER? 


One of the most reterred-to objects in a produc- 
tion man’s office is his calendar. He has to keep 
constant track of his dates...closing dates, that is. 

When it comes to his schedules for rotogra- 
vure publications, International Color Gravure 
can take over this problem for the PM. Inter- 
national is a gravure service house that special- 
izes in the preparation of color positives for 
advertising agencies. Your art work in the hands 
ot the skilled gravure technicians at International 
will be processed and forwarded to the publica- 
tions in accordance with their requirements and 
with your schedules. Supertone renders a similar 
service in monotone gravure. 

Call in one of our representatives for your 
next rotogravure preparation. This will save 
enough time off your production schedule to let 
you enjoy some of the more decorative features 
of your calendar. 


OL simational 


39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 


Sales Office: LOS ANGELES —122 Glendale Boulevard, Phone: MAdison 6-460] 


SUPERTONE, INC. 


PE:1Om RS titel a0, eo ee Telephone Plaza 3-9468 
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New Catalog Cover Selector 
Helps You Select Right Bindings, Stampings and Styles 


As a promotion man, you know that putting a layout, 


. wae ‘ . NATIONAL’S CATALOG COVER 
swatch or sample in a client’s or prospect’s hands is SELECTOR SHOWS YOU: 


ee ” : : . ‘ > ° 

a “‘must’’. It helps him visualize! That’s what National © 28 Gh Wales ens Mei te tes 

Blank Book Company has done for you with this com- number 

plete Catalog Cover Selector. It shows a diverse line of eo = of all stock mechanisms and styles 
Oo inders 

binding materials, color stampings and index tabs — 


7 colored stampings on acetate sheets to place 
makes it easy for you and others to say, “This is the over bindings to check different effects 


right catalog, sales portfolio or manual to represent our 12 color panels to show different types of stamp- 
ings (straight, embossed, screened, etc.) 


| Indexes ... printed insertable or printed-cellu- 
\ Cover Selector at your National dealer. loid-leather and copper holed reinforced. 


Write for the name of your nearest eee 
National Dealer and a 4-colored folder 7 
showing illustration of cover designs 


and other pertinent information. ae ATIO td A L B LA ep K Bo °e « 
COMPANY 


Holyoke, Mass. ¢ Dealers Everywhere 


, organization.” See the new Catalog 
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JUST BETWEEN US 


Pre-lTesting Displays Beats Guesswork .. . 


A former member of our editorial staff who is now a merchandising 
executive of one of the most successful manufacturers of products sold 
through department stores dropped into my office a few weeks ago. 


He wanted to 
are working with the 
country. And in the 
window installations 


tell me how successfully some of his current plans 
able merchandising men of the leading stores of the 
story which he related—backed up with photographs of 
and newspaper ads supporting the promotion—the key 


to success was obviously the preliminary work done with the stores and 
their buyers and merchandise men. 


"We wouldn't think of putting a big investment into display mate- 
rials," he explained, “without going to the store executives and showing 
them what we have in mind. We have no pride of authorship or creative 


ability, but we are working with our customers to make displays click as 
a key part of our merchandising program. 


"We don't duck criticism or advice—we ask for it. When the cus- 
tomer gets into the picture and helps us design our displays, he is far 
more enthusiastic than if we come to him with a ready-made program and 


attempt to sell it in spite of possible valid objections to some of the 
details. 


"After we have pulled the store people into the act, they really 
go to town in putting the displays to work and making them the key to spe- 
cial promotions reflected in their store displays and advertising. The 


preliminary blood, sweat and tears save a lot of the same a little later 
on." 


This same commentator had a few things to say about the need for 
quality in display design and production when dealing with quality mer- 
chandisers like the leading department stores, 


but that can be the subject 
of another page in Advertising Requirements. 
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a1 Copying 
Arias 
Automatically 


A Low Cost Complete 
Photocopy Depart- 
ment All In One 

20 inch Unit 


veo, APECO 
5 pastolvorio™ _ 
No SYSTEMATIC 


Right in Your Own Office Photocopy Any- 
thing Written, Printed, Typed, Drawn or 
Photographed in Less than 45 Seconds 


Solve the problem of handling your pa- 
per work in a hurry with the new Apeco 
Systematic Auto-Stat. With this quick 
copying machine, thousands of firms have 
eliminated 35% of all typing and actually 
cut paper work in half. Anyone can oper- 
ate it... just flip a switch and any pa- 
pers, Opaque or transparent, can be cop- 
ied in seconds no matter if printed on one 
or two sides. It’s low cost, too... priced 
within the budget of the smallest business. 


Lifetime Service Guarantee with 
Every Apeco Auto-Stat 


Send for NEW FREE Book 


Find Out How You Can 
Save Time and Money 


in Your Business ... . 


American Photocopy Equipment Co. 
1925 W. Peterson Ave., Chicago 26, Ill. 
Rush me without obligation your new book the 
‘Auto-Stat Story." | understand this is a report 
on Auto-Stat copying and shows how this machine 
can increase the efficiency of any business. 
NAME 

FIRM 

ADDRESS. 


ciTY_ STATE 


in Canada APECO OF CANADA, LTD., 134 Park Lawn Road, Toronto, Ont 


Ree ee ee 
Receseeese seen — , 
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THE EDITOR’S 
NOT! 


We hcpe that you approve of the 
change in AR’s cover design. The 
original cover was designed to serve 
a very special purpose—to introduce 
a new magazine. 

But while AR’s old cover design 
did its job well, it had several de- 
ficiencies. In the first place, there 
was too much on it—things which 
were important in the launching of 
a new magazine, but which were 
detracting now that AR has defi- 
nitely become established. 

The second major handicap—one 
which has many parallels in adver- 
tising—was that the cover lacked 
versatility. We were limited in the 
size and type of illustration . . . in 
the style for copy ... in color 
choices. 

It would be well for anyone plan- 
ning the adoption of a “standard 
format” for any type of printed mat- 
ter to study this matter thoroughly. 
A format which dictates content 
can’t do the best possible job in nine 
out of ten advertising or editorial 
pieces. 

As you will see by our new cover, 
we learned at least one thing from 
the packaging experts. We've en- 
deavored to maintain a family re- 
semblance with the old cover for 
quick identity and to capitalize on 
previous acceptance. 

While the new cover is the result 
of the joint effort of many people, 
credit for the final production goes 
to Art Director Tom Raki, who also 
designed AR’s original cover. As- 
sistant Art Director Ed Wagner also 
played a vital role in the redesign 
project. 


> We'd like to second a “motion” 
made by Kenneth B. Butler in his 
“Tips for the Production Man” col- 


BOOK 


umn in Advertising Age. Mr. Butler 
took note of Union Ink Co.’s “Uni- 
Match” silk screen sampler (Jan. 
AR) and asked why letterpress and 
offset ink makers don’t follow suit. 

The “Uni-Match” sampler is, to 
our minds, the best ink sampler yet 
developed. It has about 200 3x5” 
samples of various ink shades, with 
mixing formulae printed on the re- 
verse side. 

Evidence that “Uni-Match” is 
really a good collection of ink colors 
can be found in almost any issue of 
AR. While it’s rather unpredictable 
to try to match letterpress inks to 
silk screen ink samples, we’ve had 
to depend upon this system for the 
lack of a really good collection of 
letterpress ink colors—and we've 
ended up with the colors we wanted. 


> Score a packaging success for Can- 
ton Mfg. Co. (Canton, Ohio). The 
firm is using a transparent poly- 
ethylene mailing package for its 
Handi-Trowel, an aluminum multi- 


purpose tool for the home gardener. 
The package literally “sells as it 
travels”—thanks to the container 
which permits the tool to be seen 
and evaluated by all those who han- 
dle it from post office window to 
customer mail box. 


The transparent envelope is a 


Display typefaces in this issue . . 


. Page 25—Bernhard Modern Bold & Bold Italic; 27—-Studio, 20th 


Century Ultrabold & Spartan Black Italic; 31—Rondo Bold & Spartan Heavy; 34—Karnak Black Con- 
densed G&G Cairo Bold; 43—hand-lettering G Tempo Bold Condensed; 49—Lydian Cursive; 51—Studio 
Bold & Spartan Black Italic; 55—Steel Bold & Spartan Black Italic; 61—-Rondo Bold G Spartan Heavy; 
65—Lydian Bold Condensed & Bold Italic; 69—-Tempo Heavy, hand lettering & Spartan Black Italic; 
71—Holla, Tempo Heavy & Spartan Black Italic; 76—Dom Casual; 81—hand-lettering,.20th Century 
Ultrabold & Spartan Heavy Italic; 87—Studio Bold & Spartan Black Italic; 89—P. T. Barnum G Man- 
date; 91—Dom Casual; 97—Venus Extrabold Extended, Tempo Bold Italic G Spartan Black Italic; 100 
—20th Century Uitrabold; 103—Venus Extrabold Extended & Spartan Heavy Italic. 


. .. for more details circle 847, page 1 





Craftsmanship now 
begins at home 


From basement and attic these days come sounds of 
hammer, saw and whirring machines. Makers of 
do-it-yourself equipment and supplies have found 
that colorful, practical how-to-do-it manuals and 
booklets are their best salesmen . . . By telling your 
customers, in pictures and text, how to use your 
product effectively you inspire the kind of satisfaction 
that helps build sales. Oxford quality papers assure 
the graphic, accurate reproduction so essential 

in this field. 
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For your next offset job 


OXFORD 


Rangeley Offset 


OXFORD PAPER COMPANY 


RUMFORD. MAINE * WEST CARROLLTON, OHIO 


Oxford’s newest offset paper. A bright, blue-white 
sheet of high opacity, exceptional strength and ink 
receptivity. Excellent bond and free from lint and 
fuzz. Manufactured under carefully controlled condi- 
tions to insure maximum performance at high speeds. 
Available in two finishes, regular or vellum, for fine 


black and white and multicolor process reproduction. 


GET YOUR COPY 
OF THE NEW 
OXFORD PAPER 
SELECTOR CHART... 


a time-saving master guide to the right grade for every 
purpose. Ask your nearby Oxford Merchant. 


Nation-wide Service 


Through 


Albany, N. Y. 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho . 
Boston, Mass. 


Buffalo, N. Y. . 
Charlotte, N.C. . 


Chattanooga, Tenn. 


Chicago, Ill . 


Cincinnati, Ohio 


Cleveland, Ohio 
Dayton, Ohio 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. 
Hartford, Conn. 


Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. 
Knoxville, Tenn. 
Lincoln, Neb. 
Little Rock, Ark. 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. 
Milwaukee, Wis. 


Minneapolis, Minn. 


Nashville, Tenn. 
Newark, N. J. 
New Haven, Conn. 


New York, N. Y. . 


Oakland, Calif. . 
Omaha, Neb. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. . 


Portland, Maine 
Portland, Oregon 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


Salt Lake City, Utah 


Oxford Merchants 


W. H. Smith Paper Corp. 
Wyant & Sons Paper Co. 

Carter, Rice & Co. Corp. 

. The Mudge Paper Co. 
Wilcox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 


Carter, Rice & Co. Corp. 
Storrs & Bement Co. 


Franklin-Cowan Paper Co. 


Caskie Paper Co., Inc. 
The Charlotte Paper Co. 


Bond-Sanders Paper Co. 


Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marquette Paper Corporation 
The Whitaker Paper Co. 


The Johnston Paper Co. 
The Whitaker Paper Co. 


The Cleveland Paper Co. 


Cincinnati Cordage & Paper Co. 
The Whitaker Paper Co. 


Bermingham & Prosser Co. 
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Western Paper Co. 

—.« ».» « Milantic Fagor Co. 
Wilcox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 


General Paper Co. 
Brubaker Paper Co. 


C. H. Robinson Co. 

Blake, Moffitt & Towne 

Carter, Rice & Co. Corp. 
Cauthorne Paper Co. 

Genesee Valley Paper Co. 

Blake, Moffitt & Towne 

we Bermingham & Prosser Co. 
Shaughnessy-Kniep-Hawe Paper Co. 
Tobey Fine Papers, Inc. 
Western Newspaper Union 


San Bernardino, Calif. . . . Blake, Moffitt & Towne 


San Diego, Calif. 


Blake, Moffitt & Towne 


San Francisco, Calif. . . . Blake, Moffitt & Towne 


San Jose, Calif. 
Seattle, Wash. 
Sioux City, Iowa 
South Bend, Ind. 
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Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. . 
Tampa, Fla. . 
Toledo, Ohio 
Tucson, Ariz. 


Blake, Moffitt & Towne 

Blake, Moffitt & Towre 

Western Newspaper Union 
Bermingham & Prosser Co. 

Blake, Moffitt & Towne 
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(Div. of Carter, Rice & Co. Corp.) 
Mill Brand Papers 

Paper House of New England 


Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Tampa Paper Co. 

Paper Merchants, Inc. 
Blake, Moffitt & Towne 


Worcester, Mass., Esty Div. Carter, Rice & Co. Corp. 
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double container developed by Can- 
ton Containers Inc. for protection 
against the sharp trowel tip and the 
tines of the rake. A first polyethy- 
lene bag fits the trowel snugly, then 
is inserted in a second envelope 
large enough to provide space for a 
mailing label that has been espe- 
cially treated to adhere to polyethy- 
lene. The package gets a touch of 
color, as it is tied with red fiberglas 
tape. 

In addition to its transparency, the 
package has a weight advantage for 
mailing and is said to require less 
time for packaging than when 
heavier and less flexible materials 
are used. 


> Ez Dolan of Parade isn’t one to let 
an “obsolete” promotion piece go to 
waste. Seems the newspaper supple- 
ment had just produced a space pro- 
motion piece bragging about the ad- 
dition of 10 new papers to its list of 
distributors. 

A note attached to the copy we re- 
ceived shows how Mr. Dolan brought 
the piece “up-to-date” with special 


ee 
of 10 new papers... 


? 


- a ‘exclusives’... 


re 
emphasis. It was headed, “Trials and 
Tribulations of a Promotion Man.” 
It read: 

“The ink had hardly dried on the 
attached promotion piece when word 
came through that the Augusta 
Chronicle, Augusta, Ga., will begin 
distribution of Parade... . This is an- 
other exclusive market for Parade. 


...Isn’t it a shame that this fine pro- 
motion piece is now obsolete?” 


> We received a mailing piece from 
Maritz Sales Builders (St. Louis) 
recently that brings to mind some- 
thing that is very often overlooked 
by exhibitors. Like many other con- 
vention exhibitors, Maritz conducted 
“door prize” drawings at their booth 
at the Sales Equipment Fair in Chi- 
cago. 

In the past we’ve dropped our 
name in the box at many exhibits 
for prize drawings. Usually it’s some- 
thing done in a hurry and forgotten 
about . . . and you never learn if 
anybody actually won the “Free 
Trip to Mars.” 

But not so with the Maritz draw- 
ing. The mailing piece listed the 10 





Who makes the most complete line of 


SE LEAF 


Today = 


Your Answer Here: 


May we give you 2 HINT? Before you buy any more loose leaf 
binders, phone your local Remington Rand salesman. He will show 


you binders for every requirement listed below — and a lot more, too! 


CATALOGS SERVICE BULLETINS 


PRICE LISTS SPECIFICATIONS 


SALES MANUALS PROCEDURE MANUALS 


SERVICE MANUALS VISUAL PRESENTATIONS 


SALES TRAINING MANUALS ENGINEERING DATA 


PARTS LISTS OPERATING INSTRUCTIONS 


Room 2054, 315 Fourth Ave., New York 10 . 
If you can’t phone imme- 


. . Kindly send free copy of “Binders 
ee send aa today That Build Business” LL-234. 
or tree copy of this new 
40-page Remington Rand en 
catalog “Binders That Build I en 


° 


Business.’ Firm_ 


Address_ 
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\Stickin Around 
with KLEEN-STIK 
WAKE UP to KLEEN-STIK! 


When sales activity gets a little 
sleepy, that’s the time to wake up 
your prospects and dealers... and 
a sure way is through the use of 
super-sellin? KLEEN-STIK dis- 
plays. Wide-awake advertisers in 
every line know how this moisture- 
less, self-sticking adhesive makes 
eye-opening, purse-opening P.O.P. 
displays and labels . . . such as: 


Ne ae 


| ha 
oT) 


uawoon Tae 4 re Mees 


aM oi a Lar 


Operation LUMBERJACK 
To start America off with a full 
stomach, ARMOUR & CO. advo- 
cates a hearty “Lumberjack Break- 
fast’”’ in a nationwide promotion, 
featuring tasty Armour Sausage. 
High on the list of successful selling 
aids was this big, bright truck sign, 
silk screened in glistening reflective 
beading. Stock used was KLEEN- 
STIK FLEX-STIK ‘‘B’’—the 
extra-flexible rubber-saturated out- 
door stock that sticks tight in spite 
of weather, moisture, grease, or 
scuffing. This “shining’’ example 
was conceived by RUSS BROWN 
and CHARLEY SCHLINGER of 


Armour’s ad department. 


DR. PEPPER CO., of Dallas, is 
spreading the word to ‘“‘Wake Up 
Your Taste’’—by means of this 
snappy die-cut bottle-cap replica. 
Ad Manager A. H. CAPERTON spec- 
ified KLEEN-STIK for this piece, 
so that it would be sure to be posted 
on thousands of walls, windows, 
counters, doors ...and other promi- 
nent spots in Dr. Pepper outlets. 
Dealers and salesmen simply p-e-e-| 
and press, and presto—there’s 
another “‘peppery”’ sales message! 
Fine printing job ‘‘tastefully”’ 
handled by LLOYD SAUNDERS of 
MALFORD WEINERT CO. 


Stay awake—and stay shead in 
sales—by using wonder-working 
KLEEN-STIK for hard-working 
P.O.P. displays. It’s available in 
ever so many top-quality paper 
stocks, through your regular printer, 
lithographer, or screen processor. 
Ask him for samples and advice ... 
and ask us to send you our free 
“Tdea-of-the-Month”’ service! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives fer Advertising and Labeling 
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door prize winers. It also contained 
a picture of an unusual feature of the 
Maritz exhibit—a clever puppet 
show; a “We sincerely hope that you 
enjoyed your visit” message, and a 
reminder of the company’s services 
which were featured in the exhibit. 

Various AR articles have empha- 
sized the importance of follow-ups 
on costly convention exhibits and the 
Maritz mailer is a good example of 
the good will and added impact 
which can be created in this man- 
ner. 


>All mailing pieces don’t create 
good will, however. The same day we 
received the Maritz piece, our mail 
contained another item which bears 
comment. It was a copy of a letter 
from a well known firm’s president 
to a former employe, now in business 
for himself. 

The context of the letter can be 
found in this paragraph: 

“You may be sure that any re- 
marks derogatory to you which may 
have been made by anyone, were 
made not only without the company’s 
authority but certainly against posi- 
tive instructions to all our employes 
that they must not speak ill of any- 
one. What may have been said must 
have been said on the individual’s 
own responsibility and, if you will 
let me know what was said and by 
whom, I should be glad to look into 
the matter from this end, and take 
whatever action we feel necessary as 
a matter of discipline.” 

We don’t know what may have 
been said about the person from 
whom we received the copy of the 
letter—prepared as a mailing piece. 
But the attempt at a defense in this 
shotgun manner only leads us to 
wonder what it might have been. 
Negative advertising personified! 


> Evidence that simple gimmicks are 
often just as effective as their more 
elaborate brothers is a recent pro- 
motion by Tru Balance Corsets Inc. 
(New York). Tru Balance sent out 
a clever blotter with a red cello- 
phane overlay. 

Looking through the colored flap, 
you see a scantily clad woman—hat, 
long gloves and stockings, period. 
A caption reads, “I feel I’ve got 
nothing on.” In small print at the 
bottom of the blotter is, “Lift flap 


” 


to see a Scandale! 

Lifting the flap reveals that the 
gal is, in reality, wearing a corset, 
printed in light pink so as to be 
filtered out when viewed through 
the red cellophane. The caption is 
extended to read (also in pink): “... 
when I’m in a Scandale by Tru Bal- 
ance, etc.” 

But one gimmick wasn’t enough 
for Tru Balance. On the blotter side 


was the single word, “Scandale,” 
printed in reversed script letters, 
light blue ink, as though it had been 
a blotted signature. There’s one that 
ought to be worth trying alone— 
simple, effective! 


>It may not seem important to any- 
one who’s never worked as a Lino- 
type operator, but we were pleased 
by an announcement from Mergen- 
thaler Linotype Co. 

The Linotype people have just an- 
nounced a new hydraulic quadding 
device, the “Hydraquadder,” which 
will be installed on new machines 
or can be added to Linotypes al- 
ready in use. The new device, fea- 
turing completely hydraulic opera- 
tion, permits the operator to set 
lines which have to be centered, 
flush left or flush right, without 
wasting a lot of time inserting and 
adjusting spacing material by hand. 

While Intertype has offered auto- 
matic quadding features for many 
years, this development by Linotype 
will be welcomed by operators of 
Mergenthaler machines who've been 
asking for it for many years. 44 


LAYOUT MEN LOVE 


\ 


". .. give it a fresh, modern touch... 
make it sing!” 












Never underestimate the power of 
a child to make sales for you. What 
he wants — he usually gets! And a 
juvenile premium with powerful child 
appeal can start millions of youngsters 
teasing their parents to buy your prod- 


Children are Your Best 


Salesmen! 


uct so they can get the premium. As 
an example, here are but a few of the 
many original and successful child- 
appeal premiums that Sam Gold has 
created for scores of America’s lead- 
ing advertisers and merchandisers. 





TRADING CARDS 


These brilliantly-colored, 
excitingly-illustrated trad- 
ing cards enclosed in Post 
cereals, idealized the hero 
of a national juvenile TV 
show and helped retailers 
cash in on it through in- 
creased sales at the local 
level. 


SIX-HORSE HITCH 


This life-like cut-out model 
of the internationally fa- 
mous Wilson & Co. Six- 
Horse Hitch provides a 
unique give-away at fairs, 
expositions and special 
store sales that not only 
attracts attention to the 
team but builds goodwill 
for all Wilson products. 


EASTER EGG DRESS UPS 


Four of these clever, color- 
ful egg decorations packed 
inside the carton just be- 
fore Easter assured Brook- 
field eggs of brand prefer- 
ence with mothers and chil- 
dren alike wherever eggs 
were sold, 


SPACE HELMET 


A leading appliance manu- 
facturer finds our kid pre- 
miums an excellent way to 
combat consumer inertia 
and bring prospects in for 
dealer demonstrations, This 
space helmet and ray-gun 
are but one of several such 
premiums we have created 
for General Electric Com- 


Write — Wire — or Phone 















METAL RINGS 


Always popular with young- 
sters, this series of adjust- 
able metal rings enclosed 
one to a package stimu- 
lated sales of a slow mov- 
ing item at minimum cost 
in advertising and mer- 
chandising for the manu- 
facturer. 





COMIC BOOKS 


As creators of commercial 
comic books especially 
tailored for all types of 
businesses, we design them 
in all sizes and for all pur- 
poses — package enclo- 
sures, self-liquidators, traf- 
fic stimulators, give-aways. 
Only a few are shown here. 
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Whatever your product — whatever your sales objective, 
Sam Gold can create a child-appeal premium promotion 
that will help you attain your goal quickly, easily and 
economically. It costs nothing to talk it over with him. 
Just name the time convenient to you. 


<a 


JET PLANES 


Ten brightly colored, sturdy 
cut-out models of jet fight- 
ing planes that really 
soared made Kellogg cere- 
als fly off dealers’ shelves 
when offered as package 
enclosurés. Another suc- 
cessful creation of Sam 
Gold —“‘Premium King.” 





























CLOTH DOLLS 


Here three widely-adver- 
tised trade characters re- 
produced in the form of 
cloth dolls and offered as 
self-liquidating premiums 
not only increased sales but 
provided a lasting reminder 
of the product in millions of 
homes. 




















SAM GOLD & ASSOCIATES 


21 WEST ILLINOIS ST. CHICAGO 10, ILLINOIS 


MOHAWK 4-6102 
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Don’t be . . . Pontiac 
helps hundreds of busy 
executives and production 
_ men take that important 
first step every year! 


We handle art 
work, photography, 


typography, color process, 


photoengraving, litho 
plate service, and 
electrotyping every 
day and have for the 
past 40 years. 
Something no one 
else can say! Let us 
tell you more about this 
unique service to the 
advertising 
profession. Call or 
write for further 


information. 


PONTIAC 
Cagraring and Clectrotype GC 


812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA 1-1000 
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READERS WRITE 


Cover Recipe 


e How right you must be with your 
article, “How to Promote a Recipe,” 
in the August AR. Did you overlook 
your first premise? 

Three of us here, who combine 
kitchens-with-kareers want the rec- 
ipe for the interesting looking con- 
coction in the center of the beautiful 
format of the front page of AR. 

Hitpa NAUMAN 
Promotion Manager, WROW, 
North Albany, N. Y. 


Anything to be of service! Here’s the 
recipe for “Orange Ginger Ale Ring,” 
as prepared by the Sunkist Kitchen: 

1 envelope plain gelatin 

4 cup fresh lemon juice 

4 cup sugar 

3% cup fresh orange juice 

V4 teaspoon salt 

1 cup ginger ale 

1 cup orange sections 

% cup pecan halves 
Put lemon juice in small saucepan; 
sprinkle plain gelatin over top and let 
set about five minutes. Heat mixture 
until gelatin is thoroughly dissolved. 
Add sugar, salt, orange juice and 
ginger ale. Arrange orange sections 
and pecans in mold or add them to 
gelatin mixture. Pour gelatin into 
mold and place in refrigerator. Un- 
mold when desired and serve with 
cottage cheese and California orange 
slices. 


Beagle Club Pinned 


e ... Thank you for the wonderful 
help that your “broadcast” in AR 
has produced (Readers Write, Au- 
gust AR). I have received many 
quotations and samples of products 
and as a result, have placed an initial 
order for the pins I have been look- 
ing for. 

I know that anything I may say in 
an attempt to tell you how much I 
appreciate your very efficient assist- 
ance will be entirely inadequate and 
therefore I sincerely hope that you 
will believe me when I say that I 


think your organization and publi- 
cation is the most wonderful thing 
that has happened to folks in “the 
business” in many a year! I know it 
will go far and be appreciated by all 
who subscribe and use its services. 

C. M. “Cari” Myers 

Myers’ Utility Service Co., Rich- 

field Springs, N. Y. 


Revell Display Units 


e The August AR had a splendid 
article by Phil Seitz about a hobby 
merchandising unit put out by our 
client, Revell Inc. 

We would like permission to re- 
produce this article. We intend to 
send out about 5,000 reprints to deal- 
ers and jobbers in the toy and hobby 
trades. 

CULBRETH SUDLER 
Sudler Co., Los Angeles 


Pabco Campaign 


e I have just received a copy of your 
August issue with its very fine 
spread on our campaign of Pabco 
Products Inc. On behalf of both the 
agency and our client we appreciate 
the very complete coverage you gave 
to this campaign. 

Will it be permissible to use this 
story as a direct mail piece giving 
proper credit to your publication? 

Rosert P. HorrMan 
Account Executive, Brisacher, 
Wheeler & Staff, San Francisco 


Helpful Ads 


e The stories in AR are excellent— 
but if there were no _ interesting 
stories, the advertisements would be 
enough to satisfy the most critical 
readers who are seeking advertising 
knowledge. 

AR is getting greater every issue. 
Keeping up the “good work” will be 
a tremendous job. 

Wa ter “Doc” Hanson 
Tested Products Co., Cleveland 


Christmas Gifts 


e As an intelligence service to other 
Ford Motor Co. public relations ac- 
tivities, the research and informa- 
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THE SIGN PICTURE 
HAS CHANGED! 


There have been four stages in the 
history of illuminated signs: 


Ist—The bulb illuminated sign. 


2nd—Neon, which obsoleted 
bulbs, because of its 
greater brilliance and lower 
operating cost. 

3rd—Plastic, which practically 
obsoleted neon because of 
its better readability and 
adaptability to trademarks. 


LONG LIFE 


ARTKRAFT-NEVIOL is not to be confused 
with front illuminated fluorescent signs 
on which the fluorescent materials were 
exposed to the sun. ARTKRAFT-NEVIOL 
signs have a patented fluorescent ma- 
terial impregnated by secret process 
(patent applied for) within the sign face 
so as to be permanently protected from 
the ultra-violet rays of the sun as well as 
from the elements on either side of the 
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PRICED COMPETITIVELY 
TO ORDINARY SIGNS. 
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probably be impossible for Artkra ” of 
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tion services department on occasion 
distributes photostats of articles con- 
cerning our company, our products, 
and subjects of particular interest in 
our work. These reproductions are 
used for our own internal informa- 
tion and file only, and are never 
shown or distributed to our dealers 
or the public in any way. 

In recognition of copyright restric- 
tions, we would appreciate your per- 
mission to reproduce the article in 
the August AR, “The Use of Christ- 
mas Gifts in Business.” 

Rosert O. DUNN 
Manager. Public Relations 
Research & Information Services, 


Ford Motor Co., Dearborn, Mich. 


Clarification on OpaCast 


e We want you to know we greatly 
appreciate the mention of our prod- 
uct in the July AR. We should like, 
however, to clarify one or two points. 
We manufacture one unit called 
the OpaCast, which is an opaque 
projector with a 10x10” stage. In ad- 
dition, we manufacture quite a line 
of different sizes of overhead day- 
light projectors. The size range is 
from a 5x5” stage to 14x16” for the 
projection of large x-ray pictures. 
Your item would have it that we 
have seven models of VisualCast 
opaque projectors. We do not call 
the opaque projector “VisualCast”- 





1501 WEST CONGRESS STREET 


CHICAGO 7, ILLINOIS 
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VisualCast is the projector which 
handles the transparent pictures. 
H. G. FirzGERALD 
Victorlite Industries Inc., 
Los Angeles 


Printing Survey 


e I want to express my deep appre- 
ciation for your study, “How Adver- 
tisers & Agencies Buy Printing.” I 
was tremendously impressed with 
the facts disclosed in your study and, 
of course, gratified to affirm the con- 
viction we have held that offset- 
lithography is making deep inroads 
in the graphic arts. 

The buying habits of advertisers 
and advertising agencies provide 
valuable data to printers in the more 
successful pursuit of sales. I, for one, 
intend to make this information 
available to our member organiza- 
tions. 

HersBert W. Morse 
Promotion Director, Lithograph- 
ers Natl. Assn., New York 


Missing Pages 
e I found your article, “Setting Type 
by Photography,” terrific—up to a 
certain point. The rest of it was miss- 
ing! I found that there was left, in- 
stead of a page of concluding narra- 
tive, a 14” strip of paper with a torn 
edge! Evidently my _ predecessor 
must have taken the magazine to be 
a Sears’ catalog. 
I am anxious to complete your in- 

formative article. 

WILLIAM E. MAcKEy 

Advertising Design, Philadelphia 


Words of Praise 


e I have my copy of AR in front of 
me. ...I like the format; the clean, 
sharp lines that tells a very complete 
story before you open the magazine. 
The Reader’s Service card and the 
simple availability of any particular 
literature make it doubly interesting 
to me and it’s for sure a time saver. 
Every advertisement carries a sure 
fire message to me; most of which I 
can use in this highly diversified de- 
partment of which I am a part. Edi- 
torially, the messages you carry cov- 
er a great number of situations on 
which this company can benefit ma- 
terially—copyrights, in particular. 
The work of this department cov- 
ers a very large scope in advertising, 
catalog design, mailing pieces and 
other like media. All in all, AR is an 
informative and educational maga- 
zine, loaded with material that cre- 
ates a wider horizon for people with 
a job like mine. 
GERALD H. STORER 
ERB Hardware Co., 


Lewiston, Idaho 





‘aaa 
WANTED] 


The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. .. . Ed. 


Calendar Users 


e ... Weare in the process of devel- 
oping a list of those organizations 
that use calendars as part of their 
advertising and public relations pro- 
grams. In your broad experience do 
you know if there is a list of calendar 
users that is available? If not, how do 
you suggest that we go about devel- 
oping one? 

ALEXANDER PAUL 

Sales Manager, Dittler Bros. Inc., 

Atlanta 


Open House Parties 


e We are greatly interested in locat- 
ing reprints of any stories that may 
have appeared in AR on open house 
parties in industry. This applies both 
to open house affairs for plant per- 
sonnel and customers. 

R. A. ORNBERG 

Advertising Manager, General 

Box Co., Des Plaines, Il. 


Changing Fish Eyes 


e ...A client of mine has seen a 
printed picture of a fish. They used 
a special ink or paint on the fish’s 
eye. That is, the ink or paint they 
used changed colors due to what I 
believe was atmospheric conditions. I 
believe it was a red eye ... then on 
certain days it would turn to a dif- 
ferent color which showed that the 
time was right to go fishing. Then, in 
a day or so, the eye would turn back 
to the original color. 

Have you ever heard of such a 
paint or ink? If you have, we will 
appreciate having the information on 
where to buy it. If you don’t have 
this information, could you tell us 
just how we can go about finding it? 

W. P. Cooper 
Cooper Advertising Agency, 
Kansas City 





a bull’s eye every time 


with the new 


RAPID Fitting a 
circle, rectangle or any 
COPY irregular shape is easy with 
the NEw Rapip Copy FITTER. 
FITTER Easy-to-redd tables show the number 
of characters that will set in a given line 
in lower case or caps of over 355 faces 
listed in alphabetical order. Contains il- 
lustrations and step-by-step solutions to 
typical every day problems. A durable 
plastic gauge shows type measure- 
ments from Agate to 16 point — 
elite and pica scales for 
measuring typewritten 


copy. 


Available at your Art Material Store 
or direct from the publisher, Henry D. 
Gold, 20-Birch Drive, Merrick, N. Y 
50 
s7 complete with gauge 


Acclaimed by leading universities, art schools, production men and 


typographers as the simplest copy fitting device ever developed 
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DRI-TONE® may help you 


Dri-Tone has the speed of Offset 


and the clarity of letterpress 


THE COMET PRESS, INC. 
200 Varick Street 


New York 14, N. Y. 


Write us. We'll send you a signature of 
“Let Freedom Ring”, the first complete book 
produced by Dry Offset. 


R)Dry Offset printing produced bj 


The Comet Press, Inc. 
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They buy the lowest 
cost advertising you can get! 


f Take full advantage of the 


effective medium your package- 
wrapped products offer. 
**Personalize’’ your protective 
papers with Thilco PRINT 
DECORATING like these well 
known firms do. It costs little 
more than plain papers — 
carries your brand name identity 
to vast new audiences and has 
powerful sales impact. 


C oon 


MORE SALES APPEAL — Thilco 
print DECORATING adds to 
merchandising value by provid- 
ing immediate product identity, 
better sales appearance and 
simplified inventory control. 


FUNCTIONAL PROTECTION — 
Print DECORATING can be 
applied to all Thilco protective 
wrappings and bags. These 
include papers for Waterproof 
protection, prevention of 
Moisture-Vapor transmission, 
Grease and Oil penetration, 
Specialty grades and 
Decorated Krafts. 


ADAPTABILITY — Thilco 
papers lend themselves to auto- 
matic machine wrapping, 
bundling, hand wrapping, box 
covering and bag manufacture 
— come in 19 standard base 
colors from which to choose. 


Write for 
sample kit 
of PRINT 
DECORATED 
Thilco 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK + CHICAGO « DETROIT » MINNEAPOLIS * CINCINNATI 
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New Campaign 


® This agency must develop, on 
short notice, an effective advertising 
campaign for a new client in the 
savings and loan business. We feel 
certain that in your library of ref- 
erence material there must be many 
items which would be of great help 
to us in creating this advertising 
series. 

If we had access to a complete 
file of back issues of AR, we could 
probably locate the type of material 
in which we are interested. But since 
we are relatively new subscribers, 
our files are limited. 

We would consider it a very great 
favor if you would request the proper 
sources to mail us any financial or 
banking material available. These 
general categories might be cov- 
ered: 

1. Successful campaigns which 
have run. 

2. Promotional material suitable 
for this type of account. 

Georce C. DuNCAN 
George Duncan Advertising, 


Trading Cards 


e We are in hopes that you can be 
of some assistance in helping us to 
find the manufacturers of certain 
promotional aids that a client of ours 
has made reference to. Of foremost 
importance is to locate a printer 
and/or distributor of baseball trad- 
ing cards who can supply at least 
25,000 on short notice. 

Secondly, we should like to learn 
of manufacturers who produce the 
“iron-on-your-shirt” type of decals. 
These tatoo-papers have great ap- 
peal to the youngsters, which is the 
group our client desires to reach. 

SHELDON KAPLAN 
Martin Fitzpatrick & Associates, 
Decatur, Ill. 


Full-Color Cards 


® Asa subscriber to your good mag- 
azine, which has been extremely 
helpful in solving many problems, I 
am bringing to you a couple of ques- 
tions to which I need quick answers. 

From time to time I receive full- 


If You Come.... 


THE 

SCREEN PROCESS 
PRINTING ASSOCIATION 
CONVENTION 

is 

OCT. 30-NOV. 2 
ST. LOUIS 

JEFFERSON HOTEL 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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LABELS ake... 


they're pressure-sensitive! 


® On the production line or on the product... 
in the shipping department, warehouse or of- 
fice...engineering, inspection or research...in 
maintenance or management...every place you 
need to mark or label, Avery can save you time 
and money —can simplify and speed your work. 


@ Avery Pressure-Sensitive Labeling is differ- 
ent because there’s no licking or moistening 
...no sticky or messy fingers...and no waste 
motion. They're self-adhesive...on at the touch 
of a finger—and they're tight, right now! 


@ Avery Dispensers—either manual or electric 
—are available to give you low cost, depend- 
able labeling. They're inexpensive to own and 
operate...need no special or skilled labor. 
They'll work into any production line—at any 
desired speed. 


@ Write today for details, free samples and 


case histories of Avery Pressure-Sensitive 
Labeling! 
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SPECIFICALLY SPEAKING... 


When the Harvard Manufacturing Company 
replaced their former identification tags 
with Avery Kum-Kleen Labels, they 
merchandised this new label everywhere 
possible...on their catalogs, literature, 
business cards...in advertising and sales 
displays. They told dealers to look for their 
label on every Harvard bed frame. 


Has this merchandising paid off? You bet 
it has! According to company officials, 
Avery Self-Adhesive Labels have saved 
them time and money on the production 
line... have assured them of attractive 
product identification that stays on right to 
the consumer...and best of all, they've 
attained the enthusiastic support of 
jobbers and dealers who look for the 
Harvard label when they buy! 


eee Se et 


; 117 Liberty Street, New York 6 ¢ 608 South Dearborn Street, Chicago 5 
i 1616 S. California Ave., Monrovia, Calif. ¢ Offices in other principal cities 


f—} Please send case histories 
and free samples ‘— man call 


} Have the Avery Label 


Name____— 


Company_— 


Address__— 


Our Business Is 
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cq Reprints 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or check. Send all orders to: Reprint Editor, Advertising 
Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or more 


reprints we will be happy to bill you—smaller orders sent only upon receipt of 
payment. 
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101 Time & Cost Guide for Producing TV Films—by Lee Randon 

An agencyman’s guide to production factors in tv films 
102 The Public's Preferences in Calendars 

A guide to what various audiences prefer in calendars. 
103 All of the People Some of the Time—by Nicholas Samstag 

Time’s promotion director explains his direct mail philosophy March 1953 
106 Need to Save Money? Why Not Try Cartoons in Your Advertising?—by Sid Hix 

A cartoonist tells how cartoons can be used effectively in ads...... March 1953 
107 Old Types Never Fade Away—by Edward M. Diamant 

Even the most modern ads can make good use of the older typefaces March 1953 
108 The New Look in Advertising Specialties—by William E. Coffman 

An industry leader charts the growth of advertising specialties March 1953 
109 Do’s & Don'ts for Television Commercials—by Harry Wayne McMahan 

A picture story showing what to do and what not to do on tv.. : March 1953 

55 Ulcer Reducers for Exhibitors 

Here’s how you can make exhibiting easier, ae and 

bring better results............ , 

Do's & Don'ts for Better Bagravines 

AR asked engravers from coast-to-coast what admen can do to help them 

produce better engravings.. 

How to Design Packages for Self- Service— ay Frank Glennincto 

A leading designer outlines the demands of modern merchandising 

on packages wi 

How to Build a Press Kit— by Phil Richman 

A PR man tells what goes into the production of a publicity kit June 1953 

Gadgets & Gimmicks Help Sell Plymouths—by Dick Hodgson 

A case history of the development of an unusual, gadget-laden portfolio. July 1953 

Unconscious Emotions Affect Impulse Buying—by Lea & Tek Osborn 

How basic design themes on packages can do a selling job.... .... July 1953 

Trading Stamps Build Repeat Business for Denver Merchants—by Frank Lynn 

A case history telling how trading stamps can be used effectively September 1953 

How to Prepare Packages for Rack Merchandising—by Arthur Weiss 

An expert tells how to design packages for a new sales medium October 1953 

How to Prepare Jingles for Radio Spots—by Maurine Christopher 

The “basic rules” for one of radio's most effective media............ October 1953 

Institutions Learns 3-D Production Tricks—by John C. Randall 

An effective guide for producing printed 3-D advertising material September 1953 

Money Saving Techniques for Business Films—by duMaresq Clavell 

An expert tells some of his aeeepeee for producing motion pictures 

on a limited budget November 1953 

Ford Establishes a New Method for Handling Its Direct Mail Advertising— 

by Dick Hodgson 

The details of a unique arrangement ae" which an eee agenc 

handles direct mail on a commission basis... November 1953 

Repetition plus Quality Materials Add Up to an 3 Outstanding Campaign 

by Herbert Baker 

A case history of an unusual _aee campaign for 

a air conditioners... ‘ 

A “New Medium” Gets Tts First ‘Males Test—by Dick Hodgson 

Reflectorized bumper decals were a key element in a campaign 

for a leading insurance company 

How to Get Your Share of Free Television— by Richard Marvin 

Here’s how several firms are editing their old films for use on tv February 1954 

Ford Uses Unusual Teasers in Southern California—by Phil Seitz 

The story of a unique teaser technique on painted bulletins... disileatia March 1954 

Carnival Theme Builds Exhibit Excitement for Hudson —« & Paper- by S. W. Franklin 

A case history of a low-cost convention exhibit... ie as March 1954 

The Great Premium Boom-—by Gordon C. Sewen 

A general description of the use of premiums as a promotion medium May 1954 

A New Approach to Display Purchasing—by John E. Donegan 

General Electric's solution to the problem of speculative poeenee eae 

of point of purchase displays 

The El Producto Story—by P. K. Thomajan 

An interview with Paul Rand reveals the facts behind a notable 

advertising campaign 

44 Ideas for More Interesting Annual Reports—by Peg Miller 

A checklist of how a variety of companies have attracted attention and 

told their stories in annual reports : November 1953 

The “Taking of a Man of Distinction’’—by Ted Sanchagrin 

The story behind the photographs in Lord Calvert's ‘“‘Man of Distinction’ ads.July 1954 

Show Your Wares to Sell Them!—by Ernest W. Goldberg 

GoldE Mfg. Co. is getting a lot of added sales promotion Sanne illustrated 

shipping containers . August 1954 

Pabco Sells Color with a Coordinated Campaign 

How a variety of materials were put to work by a West Coast advertiser....August 1954 

How to Make One Set of Color Plates Do the Work of Several—by Bernard T. Converse 

How an advertiser got color into a “black and white’’ budget by 

multiple use of its color plates ma August 1954 

How to Make One Promotional Dollar Do the Work of Ten—by R. V. Boom 

Operators of Dari-Delite soft ice cream franchises cooperated in a joint 

advertising effort for big results at IOW COSE..............--.0<-.ceecesseee-eneeneneeneeneeeeess .... August 1954 

Picture Postcards . A Low-Cost Advertising Medium—by Dick Hodgson 

How picture postcards are used for advertising purposes......................-.-----.- .August 1954 

Do's & Don'ts for Better Press Releases—by Dick Hodgson 

A helpful checklist for getting better results from publicity efforts September 1954 


February 1953 


February 1953 


April 1953 


June 1953 


May 1953 


February 1954 


February 1954 


February 1954 


June 1954 
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color postals, both regular size ana 
jumbo, which appear to be some 
type of photogelatin or possibly a 
gang-run type of reproduction. In 
some cases these are made from 
Kodachromes or Ektachromes. Be- 
cause of the small size I doubt if they 
are reproduced by the photogelatin 
process. 

My immediate problem will be 
quantities of only 1,500 to 2,500 of 
possibly four to six subjects to be 
reproduced in full color. What I have 
in mind does not seem to be full- 
color photo prints and yet a screen 
is not used so they may be either 
photos or some process similar to 
photogelatin. 

Where can I buy such things in 
such small quantity? What is used 
as artwork? What is Pavelle Color? 
What is Collotype? 

My second problem is a “buggy” 
one. Is there a stock photograph 
house supplying stock photos of 
bugs, insects, weevils, etc. I’m par- 
ticularly interested in using such 
photos for agricultural insecticides. 
If there isn’t a stock photo source, 
could such photos be purchased 
through the Department of Agricul- 
ture? 

EuceEneE R. RIson 
Gene Rison & Associates, St. 
Louis 


Training Program 


e In an effort to increase the effec- 
tiveness of distributor advertising 
and promotional people as well as 
promotion specialists of our own firm 
in the field, our department will con- 
duct an advertising and sales pro- 
motion workshop late in September. 

One particular subject on the 
agenda needs special emphasis. This 
subject is “Merchandising National 
Advertising,” with special considera- 
tion for national magazine advertis- 
ing. This will include such sub- 
topics as promoting it to the dealer, 
tie-in mailing programs, special lo- 
cal promotions, local store tie-ins, 
display tie-ins, etc. 

We should like very much to ob- 
tain any information you may have 
on these subjects for use in prepara- 
tion of the presentation. 

Rosert J. McManon 
Assistant Sales Promotion Man- 
ager, Carrier Corp., Syracuse 


Cardboard Records 


e Can you tell me who makes those 
cardboard phonograph records? I 
think they are a vinyl varnish on 
cardboard . . . often used for adver- 
tising purposes and mailed. 

Ray COoLuer 

Ray Coller Advertising Agency, 

Media, Pa. 





MERCHANDISE YOUR PRODUCT 
= 


With Gair display stands working for you in 
retail outlets, it’s like having a company sales- 
man in every store. The mass presentation of 
your product commands the attention of pass- 
ing shoppers . . . the constant repetition of your 
sales message stimulates the urge to buy. 


Do you want to introduce a new product? Pep 
up the sales of a standard item? Push a combi- 
nation deal? Gair display stands will help. 


Designed for long and useful promotional life, 


these stands are sturdily constructed of corru- 
gated board and are attractively printed. For 
greatest visual impact, you can have your sales 
story printed in more than one color on a 
contrasting background color of your choice. 


Check with the Gair plant nearest you to learn 
which of the many styles will make a perfect 
setting for your product. Learn, too, how Gair’s 
assured supply source, design ability and de- 
livery service help give you the best in corru- 
gated display aids. 


CAMBRIDGE, MASS. * CLEVELAND, OHIO * HOLYOKE, MASS. * MARTINSVILLE, VA. * NO. TONAWANDA, N. Y. 
PHILADELPHIA, PA. * PORTLAND, CONN. + RICHMOND, VA. * SYRACUSE, N. Y. 


| GAIR 


ROBERT GAIR COMPANY, INC. « 


¢ TETERBORO, N. J. 


SHIPPING CONTAINERS 
FOLDING CARTONS 
PAPERBOARD 


155 EAST 44th STREET + NEW YORK 17 
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Yacuuum hormed 


er-type pa ge by 


aa “= packages in 
Celanese Acetate 


the fastest growing idea since transparent films 


Flexible design at low cost—in packaging hardware, 
jewelry, personal goods, toys and hundreds of other products. 


Two-part pill box for Schering, by Capsule enclosure for Squibb Division, Olin Mathieson Chemi- Sample enclosure for Coty, by 
Plastic Artisans, Inc., White Plains, N. Y. cal Corporation, by Mason-Keller Corporation, Roseland, N. J. Ve-Alite Plastic Corp., Brooklyn, N. Y. 





Product-conforming container for Empire Brush, by Shaw Randall Co. Inc., Pawtucket, R. |. 


One-piece Chinese checker box incorporating spring hinge and clasp—by Western Coil & Electrical Co., Racine, Wisc. 


Double your sale chances with packaging that 
dramatizes your product! 


Vacuum-forming is a new packaging method that is 
built for short and long runs. Using Celanese trans- 
parent acetate sheet, the vacuum-formed package 
gives your product the visibility it needs in today’s 
competitive market. It makes necessities look like 
luxuries, and a fair price look like a bargain. 


Celanese Product Development Staff can tell you 
more about the possibilities of this fastest growing 
packaging idea... estimate probable cost, and put 


... for more details circle 789, page 111 


you in touch with fabricators who specialize in 
vacuum-formed merchandise. Write or call 
Celanese Corporation of America, Plastics Division, 
Dept. 158-J, 290 Ferry Street, Newark 5, N. J. Canadian 
affiliate, Canadian Chemical Company Ltd., Montreal 
and Toronto. 


] 
PLASTICS 


*Reg. U.S. Pat. Off. 
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both 
hand lettering 
and type 


yours with a flick 


of a finger 
with 


FILMOTYPE 


ever: 


... needed hand lettering or type 
immediately or sooner? 


... thought of how nice it would be 
to make more profit while spending 
less time and money? 


. hoped for a ‘‘dream"’ machine 
to fit in perfectly with your art and 
production problems? 


then: 


..we suggest Filmotype. Here's 
why. Filmotype produces quality 
hand lettering and type ready for 
paste-up — in minutes! You have 
over 700 styles and sizes from 
which to choose... 12 point to dis- 
play 144 point. And anyone can be 
a Filmotype expert with just } hour 
instruction producing repro proofs 
with controlled letterspacing at the 
fantastically small cost of only 5c a 
12-inch line! Yes, and when we say 
a flick of a finger operates the 
Filmotype, we mean just that! 


The complete Filmotype story is 
even more remarkable. Write for 
full details — today! 


FILMOTYPE 


CORPORATION 


60 W. Superior 
Chicago 10, Ill. 


4 W. 40th Street 
New York 18, N. Y. 
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How 


I SOLVED IT 


Have you solved a work-a-day problem simply and effec- 
tively? Tell us how, in not more than 200 words, with pictures 
or drawings where possible. ADVERTISING REQUIREMENTS will 
pay $10 each for items published here. Send materials to 
Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 
11. No material will be returned unless specifically requested, 
and accompanied by return postage. 


Combination Ad, Mailer 
Gets Results for Client 


Our problem was to get the most 
out of a limited budget while an- 
nouncing a new shoe style for our 
client, Sebago-Moc Co. (Westbrook, 
Me.), manufacturer of moccasins for 
men, women and boys. 

We solved it by preparing one an- 
nouncement to be used both as a 
full-page two-color insert in Boot 
& Shoe Recorder and as a direct 
mail piece to dealers. The piece in- 
cluded a side flap order blank. 

The piece served as a “stopper” 
because of the side flap and also be- 
cause of the unusual colors—since 
printing was done outside, we could 
control the colors and produce ex- 
actly the shade we wanted without 
depending on the publication’s stand- 
ard inks or paying a premium for 
others. 

Our client reports that the ad and 
mail piece “caused more favorable 
comment than any previous Sebago- 
Moc ad... and has already opened 
up many new accounts.” 

ArTHUR F. Brown, President 
Reilly, Brown & Tapply, Inc., 
Boston 


Obsolete Newspaper Mats 
Become Promotion Pieces 


Our problem was to make good 
use of several hundred newspaper 
mats which had become obsolete 
because of product changes. Although 
the mats no longer were usable for 
dealer advertising, we still hoped to 
salvage some value from them. 

Accordingly, we printed up a large 
quantity of red stickers with this 
message: “A variety of Middishade 
newspaper mats in this size and 
other sizes are available to you free. 
Write for our merchandising folder 
describing these mats and other sell- 
ing aids.” The sticker was pasted 


directly on the mat so that the obso- 
lete portion was obscured and so 
the mat was unusable for reproduc- 
tion purposes. 

Then we sent the labeled mats 
along with packages to customers— 
thus promoting the use of our cur- 
rent dealer mats with our homemade 
“samples” of our mat service. 


I. R. SussMAN 
Advertising Manager, 
The Middishade Co. Inc., 
Philadelphia 


Finds Graph Paper Ideal 
For Fool-proof Paste-Ups 


For quick paste-up for offset 
printing without using a ruler or 
triangle, we have found that graph 
paper is very satisfactory. 

We use 8%x11” paper with %” 
or %4” squares. The pale blue lines 
do not reproduce in printing, and 
margins and spacing are absolutely 
accurate. As for measuring—it’s an 
easy, quick, count-the-squares proc- 
ess. 

We've found this a_ fool-proof 
method of paste-up with uniform 
pages in finished work and working 
time cut to a minimum. 

VIRGINIA PHILLIPS 
Advertising Manager, 
James Bliss & Co., Inc., 
Boston 


‘Riffing’ Makes it Easy 
To Identify 3x5 Cards 


We recently faced a nice problem 
when we wanted to reassemble by 
companies a mailing list of several 
thousand names that had been tran- 
scribed on 3x5” cards. 

The cards should have been coded 
to designate companies but the shop 
that did the typing job neglected to 
do so. To have a secretary code the 
cards by typewriter or rubber stamp 
would have taken too long. 

We solved the problem by “rif- 
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Write us today for samples and complete information: 


RADIANT COLOR CO., 830 ISABELLA ST., OAKLAND, CALIFORNIA 





ie 
ie 
INEXPENSIVE - * 


é 
ATTRACTIVE 
LONG-LASTING 
and delivery is FAST! 


A complete creative 
FREE 20 page catalog full 
of suggested applica- 
tions, prices and other 
useful information. 


service for ideas, art and 
production of cloth 


advertising specialties. 


YOU SKETCH IT!. 


.. we'll produce it! 


Wong 
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, gst ae 
*% THEY'RE SAYING! 


And you will too lo n you ve 


910 West Jackson Boulevard 
Chicago 7, Illinois 


*Pat. Applied For 


n the brand 
line! Fine Laminated Maple ela and Ser 
Servers; Chopping, Slicing and Servi 


item can be personalize 


new DELSAM 
ving Trays; Luncheon 
ng Blocks (All in one Each 
d in Gold (No extra cost 

TUG eke 18k) 


EXECUTIVE GIFTS 
tte b) 


SALES PROMOTIONS 
COMBINATIONS (BLOCKS & KLEEVERS) ARE POPULAR 
NGG NC) a 10), (02810). 6) 


KE iT! 
STICAL — APPEALING 


Patented 


THE DELSAM COMPANY 


P.O. BOX 1827 WILMINGTON 99, DELAWARE 
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fing” the cards at an angle, the way 
you do for counting. A colored pen- 
cil then was used to draw a straight 
line along the “riffed” edges. The lo- 
cation of the line at the top edge 
signified one company, a line half an 
inch lower signified another, etc. 
After the lines were drawn, a small 
mark was left on the face of each 
card, sufficient for instant identifica- 
tion by companies. 

By using all four edges of the cards 
and different colored pencils, it is 
possible to put a great many identifi- 
cation marks on different batches of 
cards that belong in the same general 
group. 

Wiurrip S. Rowe 

Advertising Manager, Sterling 
National Bank & Trust Co. 
New York 


Bookmatches Introduce 


Members of the Board 


A challenging problem in board 
of director relations is how to make 
it known that an individual is a 
member of a particular board of 
directors. Here is how we solved the 
question for one of our clients, the 
Toledo, Peoria & Western Railroad. 

We had book matches made up, 
with the logo and name of the rail- 
road printed on the back and the 
board member’s name with the 
words “Board of Directors” printed 
on the front. The match book covers 
are of glossy black with the imprint- 
ing in gold, making a very dignified 
looking package. 

We ordered 1,000 matchbooks per 
board member and the only question 
in our mind was whether the board 
member would be willing to use our 
matchbooks instead of those of his 
own company. Any doubt was 
quickly dispelled when the matches 
were distributed in small quantities 
at a recent board meeting, the re- 
mainder being shipped to the indi- 
vidual members’ offices. 

The reception of the matchbooks 
was most enthusiastic and it seemed 
quite apparent to J. Russel Coulter, 
TP&W president, that the members 
of the board were rather proud to 
be members. The matchbooks make 
it possible for the members to say, 
“I’m a member of the Board of the 
TP&W Railroad,” in a gracious 
manner. 

Davin L. KEITH 
David L. Keith & Co., Peoria, IIl. 





es ay 
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SWIMAXED A ’ 
FLOWING STREAMS 
REVAVING Tints 
aes orga reeruee 


onl 
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We said 
it in 
December 
oF°S2 ;.. 


Today 
it's more 
Timely 
than 
a 


N22" 


new ages 


Back then we spoke of the pride 
with which our teams of skilled craftsmen tackle the ticklish 
electrotyping jobs that can spell success, dispel failure, for your 
full color advertising. With today’s keener competition and sharper 
cost-consciousness, it makes more sense than ever to investigate 
the many ways in which Reilly’s constant pioneering of scientific improvements 
in plate making can help you protect your investments in advertising space. 


° PLASTICTYPES 
» REILLYTYPES 
You can Really Rely on e TREATED ELECTROS 
° BISTA MATS 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore 
Electrotype, Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta 
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Investigator 


Organizer 


Technician 


...man with five 


By Clyde Sands 
Tolman & Sands 
Coral Gables, Florida 


Most agencies today recognize the 
importance of their production de- 
partments and, in particular, the per- 
sons responsible for their functions. 
This has been prompted by the reali- 
zation that the production man han- 
dles vast sums of money each year 
and that the mishandling of such 
funds can break the agency. 

Aside from the normal production 
involved in letterpress preparation 


for various printed media, there has 
been a tremendous growth in the 
promotional field, in the production 
of all kinds of collateral pieces 
brochures, folders, stuffers, counter 
cards, broadsides, to name a few. 

A most dramatic illustration of this 
trend is in the direct mail field, 
where $40 million is spent annually 
by mail order advertisers. This phe- 
nomenal growth has multiplied six 
times in the past 12 years. The myri- 
ads of pieces reaching the public 
amounted to 12 billion items last year 
alone. 


Economist Ambassador 


hats 


>» As the production man is respon- 
sible for the preparation of the item 
which will ultimately be placed in 
the hands of the consumer, he can 
either destroy the creative effort put 
forth in its inception, or double its 
effectiveness, by his method of pres- 
entation. 

It is acknowledged that he must 
have special abilities and certain 
qualities which distinguish him from 
other agency personnel. A good pro- 
duction man must be a composite of 
the following types to justify his po- 
sition. He must be: 
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e A technician 

e An organizer 

e An economist 
e An ambassador 
e An investigator 


>He must be a TECHNICIAN: 

It goes without saying that the 
production man should have the 
ability and experience to handle the 
job. He should be familiar with trade 
terms and processes involved in the 
production of any item. The trade 
supplies the skill and professional 
know-how in the actual mechanics 
of the operation. The production 
man, however, must have a rudi- 
mentary understanding of the over- 
all process, with a general idea of the 
individual steps, so that at any time 
he can find out the exact status of 
any job. 

He must be able to submit esti- 
mates when called upon and be 
familiar with different types of 
processes enabling him to select the 
appropriate one for the particular 
assignment. In many instances he 
will want to combine different meth- 
ods in the production of an item, for 


effect and economy, and he can do 
this only if he is well acquainted 
with available techniques. 


>He must be an ORGANIZER: 

This quality turns out to be per- 
haps one of the most important. A 
poorly organized traffic and produc- 
tion program can easily undermine 
the best intentions of the most con- 
scientious production man. Copy is 
funneled in by the copy men, art 
from the art department, media in- 
structions from the media depart- 
ment, forwarding information from 
the forwarding group and final in- 
structions from the contact man. 

Before even thinking about pro- 
ducing the job the production man 
must group and organize these con- 
tributory parts and then schedule 
them individually, keeping the entire 
job in mind to meet committed dates. 

In his role as organizer he keeps a 
complete and comprehensive file. In 
the file are kept job tickets contain- 
ing all pertinent information regard- 
ing the project, tear sheets of printed 
advertisements to check on the fidel- 
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ity of the printing, samples submit- 
ted by various printing houses for 
comparison, sources of supply and a 
job number book. 


> He must be an ECONOMIST: 

The production man who is un- 
aware or unconcerned with the 
economies involved in producing an 
item is doing his agency and its cli- 
ents a great disservice. 

Keeping in mind quality and 
money available it is up to him to 
select the process that will give him 
the best results for the least cost. 
This he can do simply by request- 
ing competitive bids from different 
houses, discussing his problem with 
the trade representatives who are 
only too willing to help on such mat- 
ters, and by a little figuring on his 
own part. Bill checking comes under 
this heading, a procedure which en- 
ables him to avoid many costly mis- 
takes. 


> He must be an AMBASSADOR: 

However the production man con- 
ducts himself, in his office or with the 
trade, necessarily reflects on himself 
and his company. As the liaison man 
between the agency and the various 
trade organizations he represents 
company policy in all production 
matters. His integrity should be 
above reproach, and his thinking 
should revolve about the idea of 
what is best for his company and 
its clients. 

In this classification the produc- 
tion man should be a diplomat. He 
deals with a variety of personalities, 
artists, copy men, media people, 
salesmen and trade representatives, 
and his patience and understanding 
will go a long way towards effecting 
a smoother operation. 


>He must be an INVESTIGATOR: 
In the graphic arts trades, 


methods and techniques are con- 
stantly being initiated. In typesetting, 
for example, the setting of type pho- 
tographically has been employed for 
display and some text copy quite 
successfully. Duplicate printing ma- 
terial has been vastly improved upon 
in the last decade with such innova- 
tions as plastic plates, pre-made- 
ready mats, etc. Additional progress 
has been made in the preparation of 
copy for reproduction—shading me- 
dia, fluorography, pre-printed ace- 
tate overlays and solotone sheets. 
The production man can save his 
company and its clients time and 
money by keeping up with these new 
developments in the trade. 

There are many ways of keeping 
abreast with these current events. 
Subscribe to the more informative 
advertising and printing publications. 
Often overlooked are the trade rep- 
resentatives who are generally well 
informed and extremely helpful. An- 
other and most fruitful source of 
information is the literature received 
in the mail every day. 


> The above traits are not as aca- 
demic as they sound. They have been 
learned through many years of hard 
experience to be characteristic of 
good production men and to be es- 
sential qualities for the job. Admit- 
tedly in the bristling atmosphere of 
the present day agency, it is pretty 
much of an impossibility to maintain 
an even balance of these factors but 
the increase in efficiency and per- 
sonal satisfaction makes the effort 
very worth while. 44 
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With an annual budget not exceeding $75,000, Exakta has been 
able to become an established brand in the photographic field. It 
required some unusual merchandising and promotion techniques. 


By P. K. Thomajan 


Just a half-dozen years ago, Ex- 
akta was an unknown name in the 
crowded field of cameras. It was a 
camera that embodied a unique sin- 
gle lens reflex principle with inter- 
changeable lens. This made it one of 
the most versatile of cameras and 
enabled one to see exactly the pic- 
ture the camera would take. The 
camera was known to a few special- 
ists, who had high respect for its per- 
formance. 

Then George Berkowitz, promo- 
tion and advertising director of the 
Exakta organization, took hold and 
things began to happen. His dra- 
matic, imaginative ideas made the 
camera world sit up and take notice 
and turned out sales for Exakta. 

Within a couple of years, ad-pro- 
motion policies increased business 
volume 1,200% and Exakta jumped 
from the position of being an un- 
known camera in the field to that of 
a recognized leader—outselling the 
outstanding competitor by two to 
one. By careful planning, Berkowitz 
has been able to execute his broad 
program, including everything from 
film strips to point of sale units, for 
an expenditure not exceeding $75,- 
000 a year. 


> Securing brand acceptance by 
building prestige was a studied 
step-by-step process. All forms of 


superlatives and high pressure were 
avoided because such tactics would 
detract from the distinction of a 
quality product. 

There was a strong story to tell, 
and this was projected with power 
and conviction. Possession of an Ex- 
akta was portrayed as an ultimate 
experience, and its desirability was 
silhouetted in a multitude of enticing 
ways. 

Everything was done to build up 
consumer awareness and apprecia- 
tion, to establish a family of proud 
owners, to make Exakta photography 
a very special art. Everything was 
done to service the individual owner 
-the camera was virtually pre-sold 
and the dealer couldn’t help push it, 
since it already had so much pulling 
power of its own. 


> Each Exakta owner was regarded 
as an avid adventurer with the lens, 
who had endless questions to ask in 
getting the most out of such a flexible 
instrument. To satisfy them, Berko- 
witz embarked on a broad educa- 
tional program, which consisted of 
minutely informative folders and 
technical bulletins. Such service 
built up tremendous owner loyalty. 
Furthermore, the distinguished core 
of specialists using the camera for 
notable work, enhanced Exakta 
prestige and made it all the more 
desirable by the rank and file. 
Worth noting is that with the win- 


ning of acceptance for such a high- 
priced camera (price range $240- 
$420), the company has been able to 
successfully introduce two lower- 
priced grades—the Pentacon and the 
Praktiflex. 


>Kingpin in the Exakta prestige 
program has been the development 
of a distinctive company publication 
titled Exakta, The Magazine for 
Exakta Photographers. This publica- 
tion, now in its sixth issue, is com- 
manding both in format and contents. 

It contains informative articles on 
diverse subjects and is aimed at mak- 
ing better photographers of Exakta 
owners. Readers are invited to send 
in shots taken with Exaktas and to 
contribute articles that may be of 
interest. 


Advertising Copyrights 


The ninth in AR’s series on Adver- 
tising Copyrights has had to be delayed 
until next month. Author Robert J. 
Burton's schedule has called for several 
field trips which have prevented him 
from finishing the ninth article dealing 
with copyrights in the field of radio and 
tv. The series concludes in the December 
AR with a special article describing 
the mechanics of obtaining copyrights. 

The entire series will be available in 
1955. Watch 
future issues of AR for complete details. 


book form about Jan. l, 
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EXAKTA 


Intriguing . . . Exakta’s promotional literature is designed to be 
intriguing as well as informative. Left, the Exakta magazine for 
wners of the camera; center, the Exakta Dealer, a compact 


Distinguished designers such as 
Leo Lionni, art director of Fortune, 
and Alexey Brodovitch, art director 
of Harper’s Bazaar, have been re- 
tained for layout. As a result, issues 
of this magazine have an intriguing 
visual appearance, so necessary in a 
publication concerned with the opti- 
cal viewpoint. The last issue, de- 
signed by Leo Lionni, carried an out- 
standing feature, that of a collection 
of lightning photographs presented 
in full color. The cover was selected 
for the 33rd Annual Art Directors 
Club Show. 


> The magazine now runs around 48 
pages, and just recently it was placed 
on a subscription basis of two dollars 
for four issues. A large number of 
readers have responded with checks, 
thereby attesting to the intrinsic 
value of the publication. 

Dealers find the Exakta magazine 
an effective educational and selling 
tool. Advertisements of various ac- 
cessories and new models are fea- 
tured throughout the publication in 
more or less an editorial manner, 
which gives them increased effec- 
tiveness. 

New issues of the magazine are ad- 
vertised with graphic impact in lead- 
ing photographic publications, while 
reprints of important features are 
often made up for dealers, carrying 
timely ads on the back page. 


>The controlled circulation among 
Exakta owners creates a ready-made 
audience for future sales, an audi- 
ence that has considerable confidence 
in items presented. 

There is continuous initiative in 
demonstrating Exakta’s versatility in 
fresh fields. 


Special ads are prepared for dif- 
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ferent audiences in which Exakta’s 
performance is staged with experts 
often participating. For instance, the 
Exakta is shown as the perfect piece 
of equipment for sports events, re- 
cording high-speed action in a split- 
second. It is shown as ideal for press 
photographs, getting long range shots 
in dimly-lit places with clarity and 
precision. For years, the Exakta has 
been used by scientists and medical 
men in their intensive research work. 
Along this line, an informative bro- 
chure was prepared on the topic of 
hyperclose-up photography, that 
further expanded horizons and in- 
duced the more intensive use of this 
camera in exploring scientific sub- 
jects. Where experts document their 
researches, they frequently indicate 
that an Exakta was used, and they 
give full details on timing and ex- 
posures. 


>The Exakta Manual for Salesmen 
is a continuing series of intimate 
memos on the ins and outs of more 
efficient selling. They are mimeo- 
graphed 812x11” bulletins sent out 
periodically to the men in the field. 
Their easy conversational tone and 
doodle-type illustrations engage im- 
mediate readership. 

The manual starts off by inform- 
ing the salesman on the kind of firm 
he is working for along with a listing 
of the principals and their respective 
duties. This is the team of which he 
is made to feel a part. Then prob- 
lems are discussed, breaking down 
difficulties encountered and building 
up constructive approaches. Topics 
touched upon are: tactful techniques 
in handling slow-pay accounts, how 
to handle the matter of repairs, how 
to assist in making displays, etc. 

Through these bulletins, the sales- 


( scillographic 


Photography 


magazine which gives tips on selling cameras to dealers; right, 
an example of some of the technical bulletins the company pub- 
lishes for dealers. All make use of some unusual art techniques 


man is equipped to answer most of 
the questions that may be fired at 
him in the course of his calls. These 
pages are punched and fit into a 
special binder provided the salesman 
for his permanent reference. 


>A device that has won added sup- 
port from dealers and has enabled 
them to make more sales has been 
the Exakta merchandising kit. It is 
designed for use by the photo dealer 
in selling, in educating his sales per- 
sonnel, and in teaching his customers 
how to handle the Exakta. 

The kit contains a 35mm color car- 
toon film strip, “Guy Wins Gal with 
Exakta”—45 frames plus a set of 18 
color slides taken from the strip for 
projection purposes. Both are de- 
signed as an educational and sales 
promotional aid for Exakta cameras. 

The strip film is a clever and amus- 
ing love story of Photogenic Phyllis, 
who in the course of her courtship, 
develops the features and uses of the 
Exakta. The film is handled in car- 
toon style in simple, easy-to-remem- 
ber rhymes. 


>The slide set uses the same car- 
toons but with slight changes in copy 
because fewer slides are used. The 
film strip points up all the features 
of the Exakta as compared to all 
other cameras; the set of slides 
merely emphasizes the features of 
the camera without any comparisons. 

Tying in with these films is an 
attractive easel counter display tell- 
ing in six color shots (one for every 
business day) the outstanding fea- 
tures of the Exakta. On the reverse 
side of each panel is a recap of all 
the Exakta features topped by the 
basic line: “The World’s Most Ver- 
satile Camera.” 





>A service that has brought Exakta 
closer to the dealer and to the cus- 
tomer has been its demonstration 
clinics conducted by a traveling 
Exakta representative. The presence 
of an enthusiastic company expert is 
like a revivalist stepping into the 
store and is most welcome to owners. 

A demonstration is usually booked 
into a camera store for from two 
days to a week, depending upon its 
size, importance and location. The 
Exakta representative stays in the 
store from opening until closing, giv- 
ing continuous demonstrations and 
answering questions. 

The participating store must agree 
to run an announcement advertise- 
ment and to follow up with personal 
invitations to doctors, dentists and 
other important professional cus- 
tomers. 


> Exakta supplies ad copy and mats; 
also copy for the invitation. Expense 
of the ads and invitations is borne 
by the store. Exakta pays for the 
demonstrator’s services, transporta- 
tion, etc. 

Because of these demonstrations, 
stores are induced to stock up on 
items since sales are considerably 
activated. Expanding the sales pic- 
ture is a wide variety of new acces- 
sories that contribute to Exakta ver- 
satility. 

Made available to dealers is a col- 
orful circular decal featuring basic 
copy followed by an invitation to 
come in for a demonstration. There 
are also attractive window strips and 
a counter card which show a subject 
and image in the camera to be 
identical. 
> Another publication intensifying 
sales contacts is the Exakta Dealer. 
This compact publication contains 


PRESS PHOTOGRAPHY 
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Clean-cut Exakta ad 


shows the use of clean-cut contours and 


This typical 


the combination of angular and circular 
units 


picture stories on how dealers can 
make themselves more _ successful 
in selling Exaktas. The pages are 
filled with easy-to-use tips that have 
proven helpful to others. 

Various magazine ads are con- 
verted into 4-page direct mail pieces. 
They reproduce the ad on the in- 
side, faced by copy enlarging on the 
story of the ad. On the cover is a tie- 
in catchline such as: “How The 
Moon Sells Exaktas” (telling how 
they are used in shooting at the 
stars); “How Flies Help You Sell 
Exaktas” (telling how they are used 
by scientists in insect photography); 
“How A Rattlesnake Helps You Sell 
Exaktas” (telling how they are used 
for nature pictures). 

Advertisements planned by Mr. 
Berkowitz have decisive, clean-cut 
contours. Frequently they appear in 


Big Change . . 


reverse and are composed of angu- 
lar and circular units that make 
striking compositions. Copy and 
images jibe with precision and tell 
a photographic story. 


>Dealers are alerted to important 
news and developments via a green 
stripe that appears on envelopes and 
letterheads. This immediately signals 
to them that here is very special data 
which requires their prompt atten- 
tion. Such an Extra! Extra! publicity 
technique has proven resultful in 
getting fast action on new promo- 
tions. 

By sticking to its story—from the 
infinite to the infinitesimal . . . the 
world’s most versatile camera—and 
proving its performance, Exakta has 
really clicked, making a very special 
name and place for itself in the cam- 
era marts. 44 


. Charles Politz looks over 168 pounds of material that went into 


the first major overhaul of the 450-page ‘’Oregon Blue Book.”’ 


Oregon Blue Book Gets Major Overhaul 


Although it could easily have re- 
mained an uninspiring collection of 
facts and figures, the 1954 edition of 
the “Oregon Blue Book” has become 
a colorful promotion piece—thanks 
to the inspiration of admen. 

The new 450-page Blue Book re- 
ceived a new, livelier format—the first 
basic change in the book in nearly 
25 years. For the first time, the state 
encyclopedia was completely ana- 
lyzed, and then laid out on the basis 
of modern readable design. Previous 
editions had looked interesting but 
tedious. 

The was basically 
the work of Charles Politz of Politz, 
O’Gogerty & Raskolnikov, Portland 
advertising consultants. Among the 


“new look” 


innovations are scenic montages, 
individual sketches by Lloyd Allen 
showing the work of each state 
board or commission, two-page lay- 
outs, color divider pages listing con- 
tents of sections and a page index. 
The book did not have an easy 
rebirth, however. It drew political 
fire because it was late in coming 
off the presses at Portland Printing 
House. But admen will 
project more 


give the 
than the 
politicos when they consider that 
compilation took nearly six months, 


sympathy 


with changes made regularly up to 
press time so that information would 
be as current as possible. It took 28 
press 15,000 
each and six tons of paper. 


runs of impressions 
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PLANN'NG... for a pioneering experiment. 


INTERVIEWING ... to learn the answers. 
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SELECTING __. “kid-level’’ products were winners. 
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REWARDING ... a gift for each participant. 





ids ina Supermarket 


Children, shopping with their mothers, present an important 


factor in supermarket purchases. How to cater to them? An 
unusual experiment provided many interesting answers. 


James J. Flood 
Director of Marketing 
Cecil & Presbrey Inc. 

New York 


What would a child buy .. . and 
why ... if turned loose in a super- 
market? As a director of marketing, 
this is what I learned from such an 
experiment. 

One day last June such a survey 
was conducted by Cecil & Presbrey 
Inc. and the Kroger Food Founda- 
tion (Cincinnati) in conjunction with 
the University of Cincinnati and a 
guest panel of ten specialists in fields 
which ranged from psychology and 
sociology to packaging and mar- 
keting. 

The combined views won't be 
known until late this year, although 
I know what my views are now in 
advertising, merchandising and 
packaging, and perhaps youd like to 
know, too. 


> Briefly, the foundation is a testing 
and research organization for the 
Kroger Co., which operates 1,853 


stores in 19 midwestern and south- 
ern states. Fifty-four children were 
turned loose in one of the Kroger 
supermarkets. These children, 27 
boys and 27 girls from the Dale Park 
Elementary School in the middle- 
class Cincinnati suburb of Marie- 
mont were conducted from their 
classrooms to the nearby Kroger su- 
permarket and told simply to choose 
any 20 items. 

They were asked in interviews 
what they thought they’d select. 
Their actual selections were recorded 
and tabulated by 10 young women, 
psychology students from the uni- 
versity. These women interviewed 
the children at the checkout count- 
ers, and the children were inter- 
viewed again at school later by a 
child psychologist who posed a pooled 
series of questions with the entire 
guest panel. 


> What did they buy .. . and why? 

Various panel members looked for 
various items ... and reasons. As a 
marketing man, I’m interested gen- 
erally in the sociologist’s approach, 


or the psychologist’s, but particular- 
ly in my own phase. 

I found it significant that the chil- 
dren, who ranged in age from six to 
ten years and from kindergarten to 
fourth grade, were brand conscious. 
They bought products they saw at 
home on television, for example. 

They bought well known canned 
goods, for instance, and not much 
candy or toys. They assumed the 
roles of adults and were quite se- 
lective. 


>I found they were premium con- 

scious, not so much on soaps but on 

breakfast cereals. Maybe kids still 

don’t like to wash behind their ears 
at least the boys. 

They were not only brand-con- 
scious and premium-minded, but 
price conscious. The boys bought 
fewer items than the girls, but their 
orders cost more. 

Neither the boys nor the girls went 
for whole watermelons, but many 
bought the cut slices. I believe this 
is because whole ones are not eye 
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appealing; that ones cut in quarters 
are not only eye appealing but taste 
appealing ... and easier to handle. 


> When the children started out on 
their shopping tour they were told 
that if they saw anything they liked 
but couldn’t reach, just ask for it. 
Only one child asked. 

This brings up another conclusion. 
Girls more often than boys accom- 
pany their mothers shopping. Any- 
thing a child can touch or take off 
a shelf has a better chance of drop- 
ping in the basket than something 
out of reach. 

This tug-at-the-skirt type of shop- 
ping is important, especially if you 
have a product with child appeal. 
If it has this appeal, it must be at 
child-eye level or lower. If it’s out of 


reach, neither child nor mother will 
bother to stop, in most cases. 


> Almost everything the children did 
made sense, although not all. Her- 
bert L. Rowland, Cecil & Presbrey 
public relations executive who con- 
ceived the idea of holding the ex- 
periment, asked one child about his 
purchase of a can of dog food. 

“Do you have a dog?” “Yes.” 

“Did you buy this for your dog?” 
“No.” 

“Who did you buy it for?” “Me. I 
like dog food.” 

Another child bought a three-can 
pack of beer, and one panel member 
asked him whether it was for his 
father. He said no, it was for him- 
self. His uncle had given him a taste 


of it the Sunday before and he liked 
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it. None of the purchases, incidental- 
ly, were kept by the children. They 
relinquished them at the checkout 
counter and were each given a sur- 
prise gift . . . toy trains, dolls, etc. 


> The influence of color in packaging 
was tremendous, especially yellow. 
This was surprising, since most panel 
members thought red and blue were 
the most appealing colors to children. 

I saw more yellow in the baskets 
than any other color or combination 
of colors. Most of the soap flakes and 
soap chips chosen were in yellow 
packages, for example. They chose 
bananas, however, not because they 
were yellow but because that was a 
fruit in season. Conversely, they 
chose watermelon cuts not because 
they were red and green but because 
they looked appetizing and could be 
handled. 

On the whole they picked foods 
in cans or cardboard packages, items 
which could be eaten immediately 
without any further preparation—ex- 
cept for cake mixes by the girls. 


> All of the canned goods . . . apple 
sauce and fruit salad, to name two 


Several methods were used to find out why 
the children selected what they did. Upper left, 
a student interviewer records actual “‘pur- 
chases.’ Lower left, noted child psychologist 
Helen Parkhurst gets answers from children 
back in school. Upper right, Mrs. Parkhurst re 
cords on-the-spot reactions. Lower right, ‘‘rea- 


sons why” are collected while they're still fresh 


.. were in sizes that could be easily 
handled. In practically no instance 
did a child choose a large-size can, 
mainly because these either can not 
be easily removed from the shelf 
or are too high up in the first place. 

None of the children picked frozen 
vegetables. I think this can be traced 
to the fact that they are out of reach 

. in the freezer display compart- 
ment. This is an item which the 
mother would pick personally out of 
the freezer, but it does prove to me 
to sell a child you have to put it 
within reach. 


> We can’t overlook the importance 
of television on children’s buying 
habits. They see a product advertised 
on tv, or connect it with a particular 
hero, and they remember when they 
get in the store. 

Today there is a lot of talk about 
impulse sales. While this is an impor- 
tant factor in buying, there is an- 
other phase which I found to be true 
in our Cincinnati experiment. 

The children made out their lists 
of what they intended to buy, and 
they bought everything on their lists, 
but they also bought additional 


items. Were these impulse pur- 
chases? Sometimes, but not always. 
Make out your own list and then 
check it against your actual pur- 
chases, and you'll find as I did that 
while you couldn’t remember to put 
an item down on your list as an in- 
tended purchase, you actually meant 
to buy it anyway but couldn’t think 
of it. 

This is where impulse buying 
comes in. You’re reminded when you 
see a package that it is what you 
wanted all along. You can’t remem- 
ber everything you want until you 
see it. Of course, you buy other items 
on impulse, too. This is where pack- 
aging, display and other similar cre- 
ations come in. 

Specifically, I found from the ex- 
periment that print and broadcast 
media and merchandising are equal- 
ly important. And if you want to sell 
to children, you have to attract them 
through packaging, display, accessi- 
bility, ease of item preparation. The 
advertising and merchandising have 
to be integrated all along the line 
right down to the point of sale. 44 





ONE OF KODAK'S 5 WAYS TO COLOR PHOTOGRAPHY 


his I$ 
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This is trade show business, pub- 
lic show business, exhibition busi- 
ness. It’s the business of stopping 
traffic by the quickest road known 
to showman—through the eye 
with color photography. As large 
as 20 by 60 feet ...as small as 8 
by 10 inches .. . Kodak Ektacolor 
Print Film produces arresting dis- 
plays to tell the selling story. 


KODAK’S 5 WAYS TO COLOR PHOTOGRAPHY 


1. Ektachrome Film: Superb color, brilliant or 4. Ektacolor Film: The starting point for display 
subtle; transparencies for photomechanical re- color transparencies of excellent quality and any 
production. 2. Dye Transfer Process: YOu see size. 5. Kodachrome Film (35mm): Projection 
your photographs on paper—as they will ap- slides of exceptional sharpness. For presenta- 
pear in print—before reproduction. 3. Flexi- tions, for selling, or for teaching. 

chrome Process: Create photographs in the colors Your photographer knows how to handle 
of your choice—from black and white, or color. them all. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


October 1954 * ar «+ 33 





4 


f 


/ 
Bddesign in 
\¢ pharmaceutical 
advertising 


Pharmaceutical advertisers have developed special techniques to reach 


doctors, who are deluged daily by a flood of advertising. 


By Kenneth Lavey 
and Elwood Myers 


Art Directors 
L. W. Frohlich & Co. Inc. 
New York 


During the past decade, some of the 
major advances that have occurred 
in advertising have been in the phar- 
maceutical field. The reasons are two- 
fold: 

1. Before reaching its present accel- 
erated pace, pharmaceutical advertis- 
ing trailed far behind other types, be- 
ing hobbled by conservatism and 
restrictions—hence the sudden con- 
trast. 

2. The pressure of phenomenal ac- 
tivity in the development of new 
drugs demanded advanced methods 
for their proper promotion. Unparal- 
leled research and the vast complex- 


ity of data that have been made 
available, made imperative the adop- 
tion of graphic techniques, to make 
pharmaceutical literature easier to 
read and quicker to grasp. 


> As late as the Thirties, advertising 
in the field of science, public health 
and medicine was strict and correct, 
but exceedingly dull. Graphic design 
had not been used to any great extent. 
But then, as the tremendous develop- 
ment of medical science took place 
during and after the war, there was 
a simultaneous development in the 
practices of promotion and graphic 
techniques. No longer did the old 
techniques suffice. Manufacturers in 
this country and Europe realized this. 

But even during a good part of the 
early 1940’s, especially during the 
war, pharmaceutical advertising was 


Proof that pharmaceutical advertising no longer is dull are these typical examples of current designs: 
1. Hoffmann-La Roche—designers, Louis Dorfman and Ora Courtant; artist, Anthony Statis; agency, 
Monogram Art Studios. 2. Hoffmann-La Roche—designer, Harry Zelenko; artist, Milton Grubstein; 
agency, Monogram Art Studios. 3. Parke, Davis G Co.—designer, Leonard Ruben; cover photograph, 
Bruce Elkus. 4. Pfizer Laboratories—designer, Harry Zelenko; artist, Marion Zelenko. 5. Parke, Davis 
& Co.—designer, Kenneth Lavey; med.cal artist, Charles Stern. 6. Lakeside Labcratories |Inc.— 
designer, Gerald Philips; medical artist, Charles Stern. 7. Parke, Davis & Co.—designer, Charles 


Attebery 
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on a much less competitive basis. The 
graphic approach in that era reflected 
this situation in a highly intellectual- 
ized approach to problems. The best 
term for the prevailing advertising 
design of that period was “compli- 
cated” if not “busy.” Often the type 
message was subdued, and the type 
size was in many instances dispropor- 
tionately small. 

Certain modern art forms popular 
in that period were incorporated, 
such as surrealism. One has only to 
flip through the advertising and direct 
mail of this period to observe the re- 
ceding lines and disassociated objects 
floating about on pages that indicate 
the influence of surrealism. 

Yet, until recent years, this was one 
of the accepted approaches to phar- 
maceutical advertising design. Much 
of it was quite exciting and beautiful, 
but as the promotion of drugs con- 
tinued to expand and the number of 
journals increased along with the 
number of ads in these journals, the 
problem of readership also increased. 


> Soon, there was a multitude of ads 
all vying for the doctor’s limited 
attention. Before long, it was found 
that the prevailing graphic techniques 
failed to engage attention—more di- 
rect mail techniques were needed... 
shorter copy ... larger type ...a 
stress on indications—for now the 
doctor would only devote a fraction 
of the former time to a promotion. 
There were just too many items com- 
peting for his interest and anything 
complicated or failing to attract his 
attention visually would likely be 
“filed” in his waste basket —un- 





opened—or passed over in the jour- 
nal—unread. 

Quality work has the best chance 
of receiving the doctor’s attention. 
Outstanding quality is the best in- 
surance. 

Doctors’ mail boxes receive over 
4,000 direct mail pieces a year. The 
question is no longer “how compli- 
cated can your piece be,” but “what 
device can be used to persuade the 
doctor to read or open it?” 


>During these developmental pe- 
riods there arose a need for a cre- 
ative person who was more aware 
and adventurous in trying new tech- 
niques. No longer did the “21 lay- 
outs” routine suffice. The commercial 
artist is being replaced by the adver- 
tising designer who must be a com- 
pletely rounded individual, prefer- 
ably with a liberal arts background 
as well as art training. Above all, he 
should have the capacity to think 
clearly and understand problems— 
business- wise, promotion-wise and 
art-wise. These are essentials in ad- 
dition to his inherent talent. 

He has a knowledge of fine art and 
its latest developments—for this is a 
fruitful source for new techniques 
and trends that often, through ad- 
vertising, become subtly woven into 
our cultural pattern. 

He knows typography and how to 
use type expressively as an integral 
part of his design, or feature it alone. 
He understands the function of each 
segment of the agency and is able to 
work harmoniously with each. This 
is particularly true of the copy de- 
partment, for he must be able to take 


text matter and organize it into a 
graphic pattern that will first attract 
attention, and then invite reading. 
Above all, he must be gifted with 
insight into product and client needs. 


>To meet the demands of this spe- 
cialized industry the medical artist 
has become an ever more important 
adjunct to the pharmaceutical adver- 
tising scheme to further aid the doc- 
tor by presenting the scientific data 
to him in a direct and provocative 
way. 

At the same time this also placed 
new demands upon him. The medical 
artist’s academic work in the dissect- 
ing room with the resulting “text 
book” style of medical art, though 
still very important, was not all that 
was needed. Like the designer, he 
had to develop product awareness. 
His work had to become more attrac- 
tive, more colorful and most impor- 
tant, achieve a directness that em- 
phasized the advertising message 
effectively to the doctor. 

In this capacity the medical artist 
has played an increasingly important 
role in this field in recent years. This 
can be borne out by the trend in 
pharmaceutical agencies to have 
these specialists as part of their staffs 
and in many instances the medical 
artist and the advertising designer 
have worked together and the result- 
ing visual medium can best be called 
“medical design.” This combination 
has contributed greatly to the syn- 
thesis of diverse graphic material on 
medical subjects, thus helping the 
doctor further by saving him time in 


NEOHYDRIN 


ART & PHOTOGRAPHY 


getting a complete pictorial story— 
often in a single glance. 


>One of the primary functions of 
pharmaceutical advertising is to “in- 
form.” The doctor is given a product 
story often with related technical 
material to inform him about a drug 
as it relates to a medical problem. 
The use of superlatives common with 
much advertising is not too common 
in this field. Promotional informa- 
tion is backed up with clinical evi- 
dence—quoting from specialists and 
adding a bibliography to a piece as a 
further aid to the doctor if he wishes 
to do further research on the prod- 
uct use. Direct mail, of course, be- 
came an ideal medium for putting 
across this type of advertising. So 
with the industry’s expansion it is 
not hard to see how direct mail ad- 
vertising in the pharmaceutical field 
has blossomed in the last decade. 

Here there are almost unlimited 
opportunities for presenting products 
in a provocative manner. It has given 
the designer his widest scope, graph- 
ically, for there is a need for so many 
different types of art—the serious 
illustration, the humorous and whim- 
sical piece, or the flat design which 
is often influenced by contemporary 
schools of fine art, as is the serious 
illustration. 

Photography has played an in- 
creasingly important part; it is an 
ideal medium for clinical pictures. 
Photomycography has presented a 
whole new field to the designer both 
in color and black and white; photo- 
graphs of a pathology or chemical 
crystals become exciting and beauti- 
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ful designs that are very eye-catch- 
ing. The latest development in adapt- 
ing photography to pharmaceutical 
advertising is the editorial or docu- 
mentary type of photograph. This is 
a fresh approach as opposed to the 
posed commercial shot. Here is a 
trend that is bound to increase in 
importance and popularity for it 
combines perfectly with factual clin- 
ical material. 


> With all of these opportunities and 
so few limitations, the designer has 
considerable responsibility in mak- 
ing sure that he chooses his tech- 
nique wisely and makes it his pri- 
mary goal to enhance and supple- 
ment, and in so doing, clarify the 
copy. He must not create a layout 
in which the art overpowers to the 
extent of confusing or distorting the 
meaning of the message, for then he 
has failed. 

In direct mail there are three basic 
types of pieces: 
1. The high-frequency, high-sell 
piece. 
2. The scientific piece which has less 
direct product reference, with a 
greater idea retention factor. 
3. The sample package, which often 
uses either of the first two tech- 
niques in its approach. 


> In the first group, there is a variety 
of formats—shapes, sizes, color and 
paper vary greatly. Interesting die- 
cuts are used. All give the designer 
a chance to adventure along new 
graphic horizons. The gimmick-mail- 
ing is also part of this group, which 
often uses art with a pleasing touch 
of humor, as well as countless de- 
vices to appeal to various segments 
of the medical profession. Humorous 
die-cuts of all sorts, children’s nur- 
sery rhymes in handsome book form, 
tape measures to register growth of 
the young fry are just a few exam- 
ples of what have been sent to pedia- 
tricians or have been distributed 
generally to promote pediatric prod- 
ucts. 

Actual x-rays have been sent to 
radiologists to show how two con- 
trast mediums varied—a recent pro- 
motional effect especially for the 
medical profession. 

The large majority of this type of 
mailing is to aid the doctor. The cal- 
culating chart, pathology and indica- 
tion cards and anatomy cut-outs are 
some found in this group. 


>The second group is, perhaps, the 
most important factor, for here the 
advertising and art serve specifically 
as an aid to the medical field. Com- 
plicated and scattered material is 
collected for the doctor into a con- 
cise, well-illustrated piece that pre- 
sents a subject clearly and effort- 
lessly. 


The many house organs in this 
field are an outstanding example of 
how the manufacturer has tried to 
give the profession much more than 
just a product preference story. 
These pieces are often highly tech- 
nical reviews that the doctor collects 
for his continued use. 

Other interesting types of pieces 
that fall in this group are the bound 
books published on anatomy and 
pathology that are given to the doc- 
tor upon his request. He automati- 
cally receives innumerable soft- 
cover monographs, abstracts, news 
letters, file cards and various style 


folders. 


> Sampling has become increasingly 
important; it is one form of mailing 
that the doctor most often opens. At 
the same time, its shape and dimen- 
sion are impressive. These packages 
have been designed in many forms 
and, with plastic becoming less ex- 
pensive, odd-shaped containers have 
become popular. 


> Journal advertising is perhaps the 
biggest single task in pharmaceutical 
advertising. Each year the journals 
become more crowded with adver- 
tisements with less chance of their 
being read. 

There are several steps that have 
been taken by forward-looking ad- 
vertisers to help combat this prob- 
lem. They use simple but dramatic 
art in combination with short copy 
in very legible type. Typography is 
a primary consideration in all phases 
of pharmaceutical advertising de- 
sign. It has no greater significance 
than the job it must do in the jour- 
nal, for all is lost in an ad if the type 
message is not clear and can not 
receive quick readership. The well 
written, well-designed piece is seen 
and read. 

The insert, often combining dra- 
matic full-color art on fine stock 
with a legible message, is another so- 
lution that many advertisers have 
resorted to. It has proved to be a par- 
ticularly successful device and has 
given the designer some of the broad 
range that he enjoys in direct mail 
work, yet he must look at this prob- 


“I'd like to make Bill a V.P.—A.D.—if he 
looked more like an artist!” 
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15244 . . . one of thousands of the pictures we 
offer at $15, with $5 off if you use our credit line. 


Enchant ‘em! 


with stock pictures from... 
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for OFFSET 
Printing 


You can cut sales 
promotion and 
printing costs with 
top quality offset 
printing. 


The versatility of 
the offset camera 
permits quick, 
low-cost repro- 
duction from 
practically any 
material. 


This kit contains 
actual job samples 
made from a wide 
variety of copy, 
along with an RCS 
price list for 
Black-and-White 
Plano, to handle 
the bulk of your 
printing. 


See for yourself 
how others make 
offset work to good 
advantage. 


Send today for 
your FREE RCS 
Idea Kit! 


Please rush my FREE copy of the OFFSET Idea 


mie)=6oOFFSET PRINTERS 
123 N. Wacker Dr. 
{ Chicago 6. Illinois 
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lem under an entirely different light 
if he is to be successful. 


> Planned color schemes, set formats, 
logos and trademarks, when used in 
an interesting and forceful way can 
give continuity to an ad campaign. 
Their repetition creates the neces- 
sary recognition value so important 
to journal advertising. 

In this present day when the num- 
ber of journal advertisements and 
direct mail pieces is steadily mount- 
ing, more opportunities for good de- 
sign are present. It is essential that 
those connected with the field be 
fully aware of prevailing trends, to 
understand the changes that have 
taken place in the visual appearance 
of advertising art, and realize the 
reasons for this change. 

Here lies the clue to better con- 
temporary advertising of pharma- 
ceutical products. It is only in this 
way that the good advertising piece 
can compete in this market which is 
saturated with poor or average 
pieces. 

The interest of the doctor in a par- 
ticular type of drug and his attitude 
of acceptance affect his response to 
the direct mail he receives. Often, 
the prestige piece, the unassuming 
scientific-looking envelope contain- 
ing a monograph, is the one piece a 
physician keeps since it has per- 
manent interest. Of course, such a 
response depends on the drug and 
the feasibility of promoting it in this 
manner, for many do not lend them- 
selves to such a documentary ap- 
proach. 

Here, in brief, are some of the 
highlights that illuminate the phar- 
maceutical advertising scene. As for 
the future, one must be keenly 
aware of the many changes that will 
take place progressively. To meet 
this challenge, there is a need for 
preparing presentations that intro- 
duce new trends. These provide an 
opportunity to experiment and 
search for new graphic media. For 
it is here, in the search for a fresh 
visual language and untried graphic 
techniques, that an agency can grow 
and serve its clients more effectively. 

44 


Reproduction Papers 
Described by Du Pont 


Detailed descriptions of a line of 
reproduction papers and their appli- 
cations are contained in a new book- 
let issued by E. I. Du Pont de Ne- 
mours & Co. (Wilmington). Surfaces, 
weights, and sizes are given for the 
papers, usually used for reproducing 
or photostating documents, charts, 
graphs, etc. 

The Du Pont Photo-Writ, Copy- 
tone, Reflex Copy and Cap Solar pa- 


pers are described. Of particular 
value is a section on the cause and 
prevention of print defects, such as 
stains, blisters and spots. Recom- 
mendations for proper safelights, ex- 
posure and processing are given, 
along with a listing of processing for- 
mulas for the papers. For users who 
mix their own chemicals, weight con- 
version tables are included. 

Printed in two colors, the 18-page 
booklet is illustrated with photo- 
graphs and charts. 


For your copy circle No. 702 on the 
Reader's Service Card inside back cover 


Develop New Duplex 
Photocopying Paper 


With the development of a new 
duplex copying paper, photocopies 
can now be made on both sides of a 
single sheet of paper, it was an- 
nounced by American Photocopy 
Equipment Co. (Chicago). 

The new Apeco Duplex paper is 
made to handle letterhead, legal and 
book page size copies, as well as 
larger copies up to 11” wide, any 
length. There is no limitation, the 
company says, as to type of paper, 
documents or originals that can be 
copies — regardless of whether the 
original is on opaque or transparent 
paper. 

American Photocopy has also in- 
troduced a new all-steel photocopy 
cabinet for its Apeco equipment. 
Called the “Lite-Guard,” it is de- 
signed so that doors and top open 
to form a light shield with a vinyl 
plastic draw curtain front, prevent- 
ing accidental exposure to light sen- 
sitive photopaper. It helps insure 
perfect photocopies in any office. The 
cabinet is compact—36x18x78”. The 
cabinet has a light gray, neutral fin- 
ish to blend with office furnishings. 
The price is $69.50. 

Additional information on the 
“Lite-Guard” and folder on the new 
Apeco Duplex paper are available. 


For your copy circle No. 703 on the 
Reader’s Service Card inside back cover 





Leaflet Describes 
Artwork Projector 


An artwork projector that can be 
used either from a standing or sit- 
ting position is described in a leaflet 
put out by M. P. Goodkin Co. (New- 
ark). The leaflet lists the uses and 
advantages of the Camera Lucikon 
projector. It scales photos and art- 
work; reduces or enlarges from a 
flat plane in true color; traces three- 
dimensional objects in enlarged or 
reduced perspective, and it can be 
used to make photocopies, line nega- 
tives, halftones and velox prints. The 
Camera Lucikon has a 24x24” work- 
ing surface and also can be used as 
light table. 


For your copy circle No. 704 on the 
Reader's Service Card inside back cover 


Vue-File for Slides This unique slot- 
ted cardboard holder for color slides dis- 
plays 12 slides. Each slot is cut through 
so that the slides can be viewed without 
removal from the mount. Slides can be 
easily slipped in and out of the notched 
slots. Each cardboard Vue-File, developed 
by Burke & James, is three-ring punched 
for insertion in albums or standard size 


notebooks 


Handy Vue-File Albums 
Display Color Slides 


Locating one color slide in a col- 
lection of several thousand can oc- 
cupy hours of time and irritate the 
mildest of dispositions. Burke & 
James Inc. (Chicago) has come up 
with a solution—cardboard mounts, 
slotted to display 12 color slides. The 
mounts are three-ring punched to fit 
into handy binder albums. 

Each album will hold eight Vue- 
File mounts, providing space for ap- 
proximately 100 slides. The slots are 
cut through so that the slide, slipped 
into the notched slot, can be viewed 
under ordinary office light without 
removing it from the binder. Space 
is provided on the mounts for de- 
scriptions and identifications of the 
slides. The cardboard mounts will 
also fit any standard size three-ring 
notebook. 

The Vue-File mounts are priced at 
35¢ each. A sample package is avail- 
able for $1. 44 





m the fine art of putting it over . the fine art of put 
S»the fine art of putting it over . the fine art of 
Dythe fine art of putting it over . the fine art 
the fine art of putting it over . the fine e 
| \the fine art of putting it over . the fir 
= the fine art of putting it over . the 
the fine art of putting it over. 
_%the fine art of putting it over 
the fine art of putting it c» 
the fine art of putting j 
the fine art of puttins 


ar 
& 


<< Me § 


‘sotpnys eqyTeyo-ueMpels 
*oUuT ‘sotpnys eateuo-uempel 


edit 
62 west 47 street A 
w advertising . editorial 
62 west 47 street . plaza 7 
advertising . editorial . poin 
62 west 47 street . plaza 7-3131 . 
eadvertising . editorial . point of pux 
P62 west 47 street . plaza 7-3131 new yo 
advertising . editorial . point of purchase” 
62 west 47 street . plaza 7-3131 new york 56 née 
advertising . editorial . point of purchase art. 
62 west 47 street 


aj - ‘out ‘sotpnzs ea ;eyo-uempers 
5 - *ouy {sOppngs oteuo-ueMpess 


niava 7-41%1 new ver’ 76 new so hela 


. for more details circle 806, page 111 


Le 
Cr Lcd 
gualily and 
TALIS Mee.) 

national oe yy 
PHOTOS IN QUANTITY REPRO- // 
EY TASER 2) DUCED FROM YOUR ORIGINAL / 
PHOTO, NEGATIVE OR ART WORK. 
GUARANTEED AS GOOD OR BETTER / 
THAN YOUR ORIGINAL. BLACK AND | 
WHITE GLOSSIES, POSTCARDS, BLOW- 
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SATISFIED CUSTOMERS COAST TO 
COAST SINCE 1936. 


MULSON STUDIO 
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INCREASE 
EFFICIENCY 


in busy art departments 


with CRECCENT 


ILLUSTRATION BOARD 


* See your favorite dealer today or write for samples. 


CHICAGO CARDBOARD COMPANY 


1240 N. HOMAN AVE. ° CHICAGO 51, ILLINOIS 
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advertising 
essentials 
show 


november 15, 16, 17, 1954 
hotel biltmore 
new york city 


the newest in 
Displays - Graphic Arts 
Packaging - Visual Aids - Signs 
Photography - Premiums 
Films - Art - Paper and 
Allied Products and Services 


OVER 9,700 ATTENDED LAST SHOW! 
write on business letterhead for 
guest tickets or exhibitors 
information 


advertising trades institute, inc. 
THOMAS B. NOBLE, chairman 

270 park avenue, new york 17 
murray hill 8-0091 


next SALES AIDS SHOW also at 
hotel biltmore, may 23, 24, 25, 1955 








ORGANIZATION CHARTS 
made quickly, easily, cheaply 


with CHART-PAK 


Pre-drawn Components 


A NEW system of pre-drawn, adhesive-backed 
rectangles which can be typed and written on 
easily—and rolls of line tape—which indicate 
flow of authority. 


These rectangles 
and lines are The resultant 
charts may be used 
as thev are; photo- 
copied, printed for 
duplicate copies or 
easily changed. 


mounted on re- 
usable Chart-Pak 
plastic charting 
boards. It's so sim- 
ple that it can be 
done by anyone in 
the office. 


The price of a complete kit which contains 900 
rectangles in 19 assorted sizes; 7 patterns of 
tape, solid, broken lines and arrows; and a tape 
knife, is $23.00. Plastic chart boards are extra, 


priced according to size from $4.50. 


To order, or for further information 
on this, and other Chart-Pak systems, 
send the coupon in now!!! 


CHART-PAK, INC. 
100 Lincoln Ave. * Stamford, Conn. * Dept. 95G : 
] Please send one Organization & Flow Chart Kit | 

at $23.00.Check enclosed. 
Please send information on Chart-Pak Kit for : 
Organization & Flow Charts. 

Name______ 

Company— 
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Reproportioning of Color 


Art Developed by Bartz 


A new method of photocopying 
four-color original advertising art 
up to 24x24” and reproportioning 
the entire combination of art and 
lettering to a finished full-color Ek- 
tachrome in either 8x10” or 11x14” 
size has been announced by Fred H. 
Bartz, Chicago printer. Called 
“Barekolor,” the new process per- 
mits changes in one or more dimen- 
sions to conform with different page 
sizes, bleed requirements, etc. 

For example, a full-color ad orig- 
inally designed for use in 84x11” 
size can be reproportioned to a 
7x10” size without the necessity of 
rearranging elements, resetting type 
or making any other changes. Bare- 
kolor transparencies are suitable for 
letterpress, offset or gravure. Trans- 
parency density is controlled to suit 
the requirements of each of the 
processes. 

Barekolor proofs have been under 
continuous test for over 16 months. 
At present the pilot plant of the 
Graphic Arts Research Foundation 
(Chicago) is being utilized for the 
process. Plans are being made to 
license this process in all key cities 
where a demand for it is shown. 

The basics of the process are 
similar to those used for Strechtype, 
another patented process developed 
by Mr. Bartz. Strechtype is used to 
reproportion black and white copy. 

Additional details are available. 


For your copy circle No. 705 on the 
Reader’s Service Card inside back cover 


Shigeta-Wright Issues 
Sample Photo Portfolio 


An unusual promotion portfolio, 
showing random samples of its black 
and white photography, is being dis- 
tributed by Shigeta-Wright (Chi- 
cago). The samples show a cross 
section of the studio’s commercial 
photography and include straight 
product shots, food shots, etc. 

Since the photos were all selected 
from the studio’s files, each portfolio 
is slightly different one from another. 
The 8x10” black and white glossy 
shots are enclosed in a_ standard 
manila file folder. 


For your copy circle No. 706 on the 
Reader’s Service Card inside back cover. 


Desktop Diazo Copier 


Introduced by Bruning 


A new, high speed, desktop direct 
copying machine has been intro- 
duced by Charles Bruning Co. Inc. 
(Chicago). Called the “Copyflex 
100,” the new machine makes up 
to 300 black-on-white copies per 
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Dept. O, 52 Wall St. N. Y.C. | | 
HAnover 2-0533 , 


24 HOURS SERVICE ON REQUEST 


Unsurpassed in Quality at Any Price 


1 in 5,000 Lots ‘ 
/2¢ 6¢ in 1,000 Lots 
EACH $7.99 per 100 


; Postcards $23 per 1,000 

F- Mounted Enlargements (30 x40 )$3.85 ° 

E: Copy Negative 8 x10 , $1.25. . Postcards, 75¢ 
FULL COLOR POST CARDS 3M $9950 


A Division of JAMES J. KRIEGSMANN 


‘4, Mera 7-0233 
WITRT 165 West 46th St. 
ofographers New York 19, N. Y..; 


WE DELIVER WHAT WE ADVERTISE 
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Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 


i Meets * Photo- Reports 
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Continuities * Comic Strips * Light Illustrations 
Spots * Comic Books * Booklets 
TV Story Boards 


DON KOMISAROW STUDIOS 


11 West 42nd St. 
NEW YORK 36, N. Y. LAckawanna 4-1590 


TU 
. .. for more details circle 831, page 111 


440 Advertising Managers 


requested further informa- 
tion about products or serv- 
ices mentioned editorially in 
a recent issue of AR. 


AR GETS Avid Readership 


Avid Response 
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New Catalog .. . Three years of research 
and planning have gone into the first 
major catalog of Lewis Artist Supply Co. 
(Detroit). The 144-page pocket size 
handbook co ntains illustrations, descrip- 
tive information and prices covering ‘‘ev- 
erything for the artist, draftsman, sign 
writer and craftsman.” 


For your copy circle No. 708 on the 
Reader's Service Card inside back cover. 
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hour at a cost of less than 2¢ per 
letter-size copy. 

Designed for 
from a 


desktop operation 
sitting position, the new 
Copyflex handles copies of material 
up to 11” in width by any length. 

Like Bruning’s other machines in 
the Copyflex line, the “100” is a com- 
pletely self-contained copying unit 
based on the diazo direct copying 
process. It requires no darkroom 
facilities, special lighting or plumb- 
ing. Copies can be made from the 
original of anything typed, written 
or drawn on ordinary translucent 
paper. 

Originals on opaque paper can be 
copied in the machine by use of 
Bruning reflex film. 

The new machine is priced at $495. 
Additional details are available from 
Bruning. 


For your copy circle 
Reader’s Service Card 
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No 70 on the 
inside back cover 


“Old J. B. hasn't been the same since 
one of his ads was banned in Boston.” 





Project sharp, bright images 
directly on your 


drawing board! 


with the NEW Ay tO0:G) aph 


Project photos, objects, artwork to exactly the size you want. 
Cut costs, assure accuracy, save time, turn out quality work. 
Visualize layouts faster by experimenting with different size 
illustrations. Render illustrations directly from the image in any 
medium. ‘Drop in” keyline elements to match layout accurate- 
ly. Capture difficult perspectives of boxes, bottles, machine 
parts, hands etc. The Art-O-Graph saves you costly errors in 
artwork and plates, saves you money by eliminating photo- 
stats used for positioning. Projects images up to 44x44" 
directly on your drawing board; reduces to one-fourth 

original size. No tracings or intermediate steps. 


Convenient fingertip controls. All-steel " 
construction. Handsome metallic, gray-tone 
crackle finish. Takes no floor space. Fits 
all drawing tables. 


Shipped completely assembled 


Write today for FREE 
illustrated folder! 


DIVISION OF 


J. A. ENGEL, INC. 


624 Syndicate Bldg. e Minneapolis 2, Minn. 





rere AGROLITE. 


© *‘500"" MATTE Fixative 
(You can work over!) 


|} © ‘100° CLEAR Acrylic 


**600"" Damar Varnish 
® Glossy and Matte BLACK 
and WHITE. Rich Gold and Aluminum 
SOLD AT ART SUPPLY STORES 


Write Today for FREE Literature. 
ACROLITE, INC., Dept. AR, HILLSIDE, N. J. 
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. at home, with the help of 
y, / “Bugs” Hardaway, famous 


creator of BUGS BUNNY 


Movie and TV animation artists earn $500 
to $1,500 a month! Interesting jobs open in 
cities all over the nation  . . mail coupon 
TODAY and find out how YOU can cash in 
on your talent and creative ability' 


FREE civemrece it veezecet: NOW 
Fe ORES SRS SOSSS 


» ANIMATED CARTOONING SCHOOL of AMERICA® 


Dept. IR-10 BOX 2109 HOLLYWOOD 28, CALIF 


s Send at once without obligation complete informa 


' tion about your Animated Cartooning Course and 
’ Free gift certificate 


8 NAME 


ae. 
1 ADDRESS 


O CITY, STATE 


Snaccaaneeaceccouad 
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lifetime” 





NO FLOOR SPACE NEEDED! 


HARRY VOLK’S NEW JUNIOR 


. for more details circle 794, page 111 
LIPB * 
America s top ready-to-use art service 


Just clip and paste Write for sample ao 


issue FREE! No obligatior MONTH 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 2, NEW JERSEY 


. for more details circle 894, page 111 


Actual size 
9%" x 12 


Saves valuable TIME 


The Photo-Cropper is a practical, simple solution to 
cropping and proportioning. It is designed for every 
day use by the artist, editor, production man, ad 
vertising manager, copywriter, phot 
and lithographer 


NO MOVING PARTS — Easy to use, this efficient 
tool saves hours of time, produces accurate cropping, 
eliminates guesswork in centering and aligning sub 
ject matter 

NOTHING TO WEAR OUT — Printed in brilliant 
colors on transparent Vinylite with plastic inks, which 
are fused into the Vinyl sheet to insure many years 


of service 
-only $3.00 


ST et ee 
Bay Village, Ohio 


ographer, printer 


Send for yours today.. 
dik Atenas) 3 
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GRAPHIC ARTS SUPPLIES 


COMPLETE CATALOG NOW AVAILABLE— 


WRITE 
TO-DAY! 


SERVING ADVERTISERS AND 
AGENCIES Since April 11, 1911 
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Write TODAY for samples and our complete price 
list on other sizes, Blowups, Post Cards and the 
“VISUALITE” Display. 


ORIGINAL PHOTOGRAPHY AND RETOUCHING AT 
REASONABLE RATES. 


152 W. Huron Street + Chicago 10, Illinois 
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Call or write for FREE 
16 pg. handbook containing 


useful color information 


KURSHAN & LANG 


COLOR PRINTS 


CMe my leti att 
Prints from any positive 


transparency. 
ANSCO COLOR 
Minimum order $1 


Fast | KODACHROME 
No C.O.D.’s please 


Service 


EKTACHROME 
4x5 Sa? 
50: 1 

Satisfaction or your money back 


PROCESSING: Ansco-Ektachrome 
120-620; 35mm 20-exp: $1 per roll 
DUPLICATE 35mm slides 25c each 


COLORFAX LABORATORIES Georgetown Sta Wash 7, D.C 


8x 10 
$ 
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MURRAY HILL 7-2595 


EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
DUPLICATE TRANSPARENCIES 
FLEXICHROME sy MATRICES 
plus other essential services for 
reproducing and projecting color. 
10 east 46th st, new york 17, n. y. 
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PS sah 


Le melme elm eel litle 


From newspapers and 
magazines published 
throughout the country. 
Write for booklet . . . 


165 Church St., N. Y. 7 


2 hy / BA 7-5371 
4 LG, , a he al 


as 


ESTAB 
1888 





f, a ee Gelade is 1t) 
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Single Unit Compressor 
Developed by Paasche 


A new, single unit compressor, de- 
livering oil-free air under pressures 
automatically controlled and rang- 
ing from one to 60 Ibs., has been in- 
troduced by Paasche Airbrush Co. 
(Chicago). The new unit is designed 
to meet the needs of multiple air- 
brush installations. 

Portability of the unit, which 
weighs 36 lbs., also makes it adapt- 
able for use on television, movie and 
stage sets where compressed air is 
used for coloring and shading to 
create more effective settings. 

The unit is rated at 43 h.p., witha 
capacity of two cubic feet per min- 
ute at 20 lb. pressure. This is suffi- 
cient to supply normal needs of four 
to six artist airbrushes, depending on 
the size of the brush. 

Air is delivered filtered from the 
15x8x13” unit. A counter-balanced 
crankshaft eliminates vibration. 
Both motor and compressor have 
sealed ball bearings with lifetime 
lubrication. 

Additional 
from Paasche. 


For your copy circle No. 709 on the 
Reader’s Service Card inside back cover 


Cartoon, Illustration 
Samples Shown in Folder 


Examples of various types of car- 
toons, cartoon style illustrations and 
other types of illustrations for car 
cards, greeting cards, sales presen- 
tations, business papers and house 
magazines, tv commercials, films and 
slides, etc. are shown in a portfolio 
issued by Lenn Redman Studio 
(Chicago). The cardboard folder also 
illustrates the studio’s style of draw- 
ing humorous animals, pen and ink 
sketches, caricatures of people and 
combined photographs and drawings. 


For your copy circle No. 710 on the 
Reader’s Service Card inside back cover 


Witzel Portfolio Offers 
Varied Artwork Samples 


Illustrations for slide films, humor- 
ous drawings, designs for booklets 
and folders are among the many 
samples of assorted types of artwork 
included in a portfolio offered by 
R. J. Witzel (Williamsville, N. Y.). 
Altogether, the portfolio contains 
these examples of Witzel art: styl- 
ized illustrations for sound slide 
films, simple movie animations, tv 
commercials, training films; designs 
for annual reports, booklets, folders, 
house organs; scratchboard draw- 
ings; stylized ad and editorial illus- 
trative art, and 11 examples of 
humorous spot drawings. 


799 
| 


details are available 


For your copy circle No on the 
Reader’s Service Card inside back cover. 





OPERATION 


By Tom Diskin 


The typical advertising manager’s 
attitude about summer television and 
radio advertising might be summed 
up in one sentence: “Is anybody lis- 
tening or watching?” 

Crosley Broadcasting Corp., spear- 
headed by its 36-man client service 
department, set out to show the 
sponsors, advertising managers, and 
the broadcasting industry that audi- 
ences can definitely be retained dur- 
ing the summer, with consequently 
high product sales, through its “Op- 
eration Sunburst.” 

This program was begun in the 
spring of 1951, on a modest budget, 
but it has grown tremendously in 
both scope and effectiveness with 
each succeeding year. 


>The 1954 campaign was a $100,000 
project and included the five Crosley 
Broadcasting outlets: WLW Radio 
and WLW-T (tv) (both in Cincin- 
nati); WLW-A (tv) (Atlanta); 
WLW-C (tv) (Columbus, O.); and 
WLW-D (tv) (Dayton). The theme 
for the 54 “Sunburst” was: “How To 
Increase the Sum in Summer Sales.” 
Basically, “Operation Sunburst” 
consists of two facets: 
1. Through well-planned program- 
ming, special promotions, lucrative 


PREMIUMS, PRIZES & SPECIALTIES 


f° 


Crosley Broadcasting Corp. completes its 
fourth annual campaign to prove that radio and tv 
can be effective during summer months. 


contests, and intensive advertising, 
the advertiser is assured of nearly as 
large an audience, as he receives 
during the winter season. 

2. By furnishing the facilities and 
know-how of merchandising and 
promotion, the client’s product sales 
can be greatly increased in a rela- 
tively short time. 


>The client service department has 
a point of purchase plan, which cov- 
ers 402 modern supermarkets 
throughout WLW-Land, as well as 
187 prominent drug stores cooperat- 
ing in the P-O-P program. This plan 
provides mass-selling displays for 
the WLW am & tv-advertised prod- 
ucts on a continually active, regu- 
larly scheduled participation basis. 
It covers the top volume and top 
traffic supermarkets and drug stores 
in the WLW-outlet areas. The pro- 
gram is serviced and checked by 
Crosley Broadcasting’s field mer- 
chandising staff, as contractually 
guaranteed. All facets of WLW’s au- 
dience- building and sales-making 
services are called into action for 
“Operation Sunburst.” 

Some of the other features of the 
1954 “Sunburst” campaign were: 
e A contest for WLW-T, WLW-C 
and WLW-D called “Famous Face,” 
with fabulous prizes, such as Pack- 
ard automobiles, diamond jewelry, 
furniture, household goods, etc. 


e WLW Radio’s “Rush For Riches” 
contest, which gave away such prizes 
as an $8,000 full-length mink coat, 
a Packard, household appliances of 
all kinds, furniture, etc. 

e WLW-A, in Atlanta, ran a special 
contest, “Son of the South,” with 
$20,000 worth of prizes awarded, in- 
cluding a convertible. 

e A premium offer of 
glassware. Billed as “a premium 
package to move products” for 
clients, these sets of six glasses, fea- 
turing portraits and autographs em- 


attractive 
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bossed on them, was made available 
to hundreds of thousands of listeners 
and viewers. 

e A gigantic “open house” week at 
WLW- A, Atlanta’s newest television 
station. Thousands of Georgians vis- 
ited the ultra-modern outlet, includ- 
ing hundreds of advertising and 
press representatives. 

e Double-page spreads were run in 
trade publications during the “Sun- 
burst” campaign. 

e Talking tapes, mailers, personal- 
ized postcards, “Sunburst” ties, cig- 
arets, matchbooks, 78rpm_ records, 
and other items, were sent to adver- 
tising people throughout the country. 
e A complete kit, containing bro- 
chures of “Operation Sunburst” pro- 
gram, and merchandising point of 
sale material, with rate cards, were 
made up and distributed to sales per- 
sonnel of the Crosley Broadcasting 
Corp. not only in Cincinnati, but in 
Columbus, Dayton, Atlanta, New 
York, Chicago, Detroit and Los An- 
geles as well. 

e A “flying circus” was sent to New 
York and Chicago offices of Crosley, 
holding intensive sales meetings, 
briefing personnel there on the °54 
“Sunburst” campaign, before it got 
under way. A special confab was held 
in Atlanta; and another in Dayton, 
for sales representatives in Dayton, 
Cincinnati and Columbus. 

e Sales incentives were set up, which 
included many prizes for those ex- 
ceeding their assigned quotas. 

The top radio salesman won a 
week in Paris, for two, plus $500 ex- 
pense money; second prize was a 
Kaiser automobile; third prize was a 
Crosley Super V tv set and $150; plus 
other prizes. 

The salesmen were on their own. 
Each was dependent solely on his 
own efforts and assigned to certain 


103,000 Entries Marian Spelman, 
WLW vocalist; R. E. Dunville, Crosley 
president (left), and Harry M. Smith, vice 
president of sales, check some of the mail 
received in the ‘‘Famous Face”’ contest. 
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R. E. Dunville, president, 
Crosley Broadcasting Co., 
surveys an array of mer- 
chandising materials used 
by the company during 
“Operation Sunburst.” 
The materials included 
displays, trade mailers, 
and personalized mes- 


sages from WLW stars. 


quotas by the sales department for 
the 13-week period. The drive was 
called “Prospects Unlimited For 
Paris Unexcelled.” 


>The am campaign got under way 
June 1 and carried through Aug. 28. 
In addition to the prizes mentioned, 
the high salesman for the four weeks 
in June received an “Oscar” and a 
set of matching luggage. The high 
man for the five weeks in July got 
the “President’s Cup” and a silver- 
plated tea service set, valued at $250. 
The objective for am sales repre- 
sentatives was: “Sell for the 8,052,000 
radios in WLW-Land.” 

Top prize for the best tv sales- 
man was a new sports convertible; 
second prize was $300 and a Super V 
set; third prize, $200 and a Super V 
set; with luggage, trophies, cash and 
tv sets also awarded to those exceed- 
ing quotas. 

The tv objective was: “Increased 
Incentive For Increased Sales Ef- 
fort.” The drive started on June 1 
and finished Aug. 28, and was called 
“Crash For a Crate.” 

The high salesmen received similar 
trophies as the am representatives. 
Quotas were based on net business 
on the air during “Operation Sun- 
burst.” 


>“Sunburst” started in 1951 when 
the client service department’s Fred 
Gregg, Jim Allen and Jack Frazier 
decided to find new showmanship 
facets for selling Crosley-advertised 
products. 

A closed-circuit meeting, held at 
the Crosley Square studios in Cin- 
cinnati, and beamed out to the far- 
flung sales offices for Crosley Broad- 
casting, outlined the entire new pro- 


gram and attractive awards for top 
salesmen, such as trips to Bermuda 
for two weeks, were offered. 

Before the campaign got under 
way, however, many hours of plan- 
ning were necessary. A large suite of 
rooms was rented by Crosley at one 
of Cincinnati’s leading hotels. Then 
representatives of WLW’s promo- 
tion, publicity, merchandising, pro- 
gramming, art, exploitation and re- 
search held frequent meetings. There 
were no interruptions. No phone 
calls were taken. Sessions often 
lasted all day and far into the night, 
as the thousands of little, but some- 
times very important, details were 
ironed out. Assignments were made. 
Finally, in the spring of 1951, “Oper- 
ation Sunburst” was announced. 


> After the initial “Sunburst” proved 
so successful, plans were made for 
1952. 

Sales representatives once again 
were given valuable prizes for ex- 
ceeding quotas, such as clothes, lug- 
gage, cash bonuses, household ap- 
pliances and furnishings. 

New to the °52 program was a 
$50,000 television contest for viewers 
called “If I Were President.” Top 
prize was a beautifully furnished 
$25,000 dream house, designed ex- 
clusively for WLW-TV. The six- 
room home was completely equipped 
for the winner, from rugs on the 
floors to food in the sparkling new 
refrigerator. 

For radio listeners, “Sounds of the 
Century” was held. Talent from the 
Crosley studios toured throughout 
the WLW coverage area, visiting the 
newspaper editors, civic leaders and 
the general public, telling about the 
contest. 





For these contests, nine convert- 
ibles were awarded, plus dozens of 
other prizes, such as a completely 
equipped kitchen. 


>To stimulate even more interest 
in the “If I Were President” contest, 
viewers were allowed to visit the 
‘dream house’ and thousands took 
advantage of the offer. 

Newspaper advertisements were 
used, as were cab covers (300 in 
Cincinnati alone), car cards, news- 
stand posters, truck posters, on-the- 
air promos, counter cards, feature 
stories and pictures in various pub- 
lications, plus a variety of different 
gimmicks to promote the contests. 


>In 1953, Crosley Broadcasting came 
out with a “See It ’N Say It” contest 
for tv, and a “Voices You Know” 
contest for radio. Five Kaiser auto- 
mobiles were awarded by each of the 
five outlets, including Crosley’s new- 
ly-acquired WLW-A station in At- 
lanta. 

“See It "N Say It” simply was 
flashing on the tv screens a tiny por- 
tion of a familiar landmark or build- 
ing in the vicinity, with a little more 
of a clue added each day until some- 
one phoned or wrote Crosley the 
correct identity. “Voices You Know” 
consisted of recorded voices of prom- 
inent people in America. A different 
one was used each day until five cor- 
rect voices were recognized by lis- 
teners and five new Kaiser automo- 
biles were given away. It created 
considerable interest in WLW-Land, 
and turned out to be a rousing suc- 
cess. 


>This year, preparations were be- 
gun back in February. Several new 
features were added. For the first 
time in Crosley Broadcasting history 
a premium was offered by the WLW 
stations themselves. It is believed, 
too, that no other broadcasting me- 
dium has ever had a merchandising 
campaign for its clients on a similar 
scale or program. 

Listeners and viewers were able 
to obtain a set of six 15-ounce 
glasses, featuring portraits and auto- 
graphs, embossed in white on the 
forest green glassware, of WLW and 
WLW-TV personalities. There were 
five different sets available, covering 
WLW Radio and the four WLW tv 
stations, with a total of 50 different 
stars featured. 

The glassware was secured simply 
by sending in a boxtop, label, or 
proof of purchase, of any WLW- 
advertised product, no matter what 
the purchase price was, plus one dol- 
lar. Dick Jones, associate director of 
client service, and Jack Frazier, di- 
rector of merchandising, set up this 
premium. They visited various man- 
ufacturers regarding this glassware, 


Looks 
Like a 
Million! 


Luxuriously 





The Gift 
of a 
Million 


No. 1776 


Federal 
Deluxe Wall 


This year, your Christmas Gift can be OUTSTANDING. Give 


the DuMaurier Federal Barometer. It will be seen and appreciated EVERY 
DAY. 


It is new— it is richly styled—it is highly decorative. The authentic medal- 
lion design in lustrous, deep gold finish accents the fine quality. It blends 
gracefully in any setting. The accurate movement forecasts weather 8 to 24 
hours in advance. 13 inches high. 


Tested on the “Wedding Gift” proving ground, it stole the show. It has 
won instant approval and acclaim as one of the most beautiful, unusual and 
outstanding of gifts. There were no duplicates. Women rave about its beauty 
—men about its performance. 
While instruments of similar size and quality sell for $25 to $35 in exclusive 
shops, this anniversary special can be had at a fraction of these prices, but 
production will be limited. 
Samples to well rated firms at $14.95. Substantial discounts on quantity 
orders. Circular in colors on request. 

IT MUST BE SEEN TO BE APPRECIATED 


DuMAURIER CO. ¢ Elmira Bldg. — Elmira, N. Y. 


Barometer 
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INVISIBLE INK 
POST CARDS are NEW 


DIP IN WATER and ‘’Presto’’ your Mes- 


sage and Greeting Appears Instantly 


When Card is Dry—-Message Disappears 
es . 


When Dipped in Water Again M 
ippears 


Same Card can be Used Many Time 
HORSE RACE Charts with Invisible 
Winners 


MAGIC HORSE RACE Tissue 


re | 


Sag 


nk 


Race with lighted Cigarette for Winners. 


JOBBERS WANTED 
Get Free Sampes and BIG Catalog 


M. E. MOSS AND CO. 
11 Irving St., HARTFORD 8, CONN 
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Fateh bp 
BALLOONS 


—) 5 


Groceries 


Smart Grocers 
Use Balloons to... 


®@ Build store traffic 

® Switch traffic to 
lighter shopping 
days 

@ Decorate stores for 
special promotions 


Because 


@ Are inexpensive, 
easy to use 


®@ Have real toy value as 
premiums 


@ Carry your imprinted 
message all over town 


1 08 4 O47 
one " “> 


Guaranteed by ™ 
Good Housekeeping 
N20 


~ 
> 


Get ideas, samples and 
imprint information from 
our Premium Department. 


48 apvranet® ray 


Write today to.. 


THE PIONEE COMPANY 


"; Tila Road * — ue 


for more details circle 854, page 111 


Hail your friends with 
GIF-TIES, with a tasteful 
design appropriate to your 
relationship: Supplier to 
buyer! Professional 
Colleagues! Friends! 
Your own business motif 
.. subtly abstract 

or boldly patterned 

in full color 

on neckwear of 

superior quality... 

what better way 

to honor associates 

on gift occasions! 


+ If the business motif seems 
inappropriate, a finest 
quality haberdashery tie, 
regular or bow, marked 
with your name on the 
label, will be an appre- 
ciated personalized gift. 
Write TODAY for details! Furnish 


ad samples and specify interest 
in GIF-TIES or Haberdashery TIES. 


AMERICAN 


NECKWEAR MFG. CO. 
DEPT. AR 
320 S. FRANKLIN ST. 
TRADE maRK CHICAGO 6, ILLINOIS 


. for more details circle 768, page 111 


46 * ar * October 1954 





and finally decided to award the con- 
tract to Anchor-Hocking Glass Corp. 
(Lancaster, O.). 

New pictures were obtained of the 
various top WLW radio and tele- 
vision talent for the embossing, and 
autographs secured of the favorites 
on the Crosley staffs. 


>The premium immediately re- 
ceived enthusiastic response not only 
from the listeners and viewers, but 
also from the brokers, jobbers, man- 
ufacturers and the retail outlets 
which worked with Crosley on this 
project. 

Over 20,000 outlets were included 
in the program. Some 218,000 pieces 
of display material were distributed 
by the expanded WLW merchandis- 
ing field forces to retail food and 
drug outlets, as well as hardware, 
variety, jewelry and department 
stores. Included in the coverage were 
the previously-mentioned 402 super- 
markets and the 187 drug stores in 
WLW’s P-O-P plan. 

Colorful displays, literally shout- 
ing “This is a Sunburst Premium 
Product” were set up in the various 
stores. Material included such items 
as price markers, shelf extenders, 
window streamers, easels, over-the- 
wire banners, bottle toppers and var- 
ious-sized posters. As a result, each 
WLW -advertised product, which 
could be used to obtain the glass- 
ware, was distinctly marked in the 
thousands of stores throughout Ohio, 
Kentucky, Indiana, West Virginia 
and Georgia, plus a few outlying 
states. 


> Advertisements were scheduled 
and run, with such copy as “Hallelu- 
jah . . . salvation is here again for 
summer advertising . . . OPERATION 
SUNBURST . .. dynamic $100,000 sum- 
mer sales promotion for Crosley 
Group Advertisers,” carefully placed 
in the appropriate publications. 

In addition to the space media ad- 
vertising, Crosley also conducted a 
direct mail campaign designed to 
confirm the impression created by 
the multiple insertion campaign. 
Mailers were sent out on May 5 (a 
postcard mailer with a personal mes- 
sage); then on May 12 (second per- 
sonal message on card); and again 
May 19 (a talking tape). 

Crosley officials, led by Robert E. 
Dunville, president, felt that adver- 
tising was extremely important to 
the sales success of “Operation Sun- 
burst.” They felt that while adver- 
tising will never actually make any 
sales, it can do an extremely impor- 
tant job in paving the way for the 
sales force. 


> Broadly, the advertising and pro- 
motion campaign for “Sunburst” can 
be divided into three phases: 


ai bees 


Glassware Premiums Ruth Lyons, 
WLW tv star, holds a display piece that 
announced the station’s unique premium 
—a set of six glasses with portraits of 
WLW stars embossed on each glass. 


1. The campaign to precede the ef- 
fort of the sales department and the 
announcement of full details on 
“Sunburst.” This was not only of 
material assistance in building ac- 
ceptance for “Operation Sunburst,” 
when it was announced, but it was 
also a help in the part of the adver- 
tising market which was then final- 
izing plans for summer activity be- 
fore the start of the campaign. 


2. The announcement advertising 
campaign which revealed the details 
of the campaign and coincided with 
the start of the selling. 


3. The follow-up campaign designed 
to reach those advertisers and agen- 
cies which did not buy on the first 
effort of the sales department. This 
preceded the contest and the mer- 
chandising efforts, which represented 
to the advertiser the most appealing 
part of “Sunburst.” 


>The merchandising department 
was most important in the success 
of the campaign. Through the P-O-P 
plan, Crosley secured automatic dis- 
tribution of display material to all 
the stores under contract, making 
arrangements to have the ware- 
houses include material in the regu- 
lar store deliveries. They arranged 
for brokers, client salesmen and job- 
bers to distribute and place it on 
their own groups of products. In this 
manner, Crosley had hundreds of 
extra men placing “Sunburst” dis- 
plays. 

Crosley’s field representatives used 
all the display material to the best 
advantage, with June, July and Au- 
gust the most intensive months of 
the campaign. 

To insure the cooperation of the 
trade in using display material, 
WLW promoted the offer and its 
value through: 





e Unique and unusual trade mail- 
ers. 

e Personalized messages from WLW 
talent. 

e Personal calls from WLW repre- 
sentatives. 

e A special edition of Buy-Ways 
(the publication put out by the 
Crosley client service department, 
“to aid retailers and wholesalers in 
the promotion and sale of WLW 
am & tv-advertised products by 
providing useful information about 
the programs, personalities, and mer- 
chandising behind those products’). 


> Capping the 1954 “Operation Sun- 
burst” were the greatest contests yet 
held. Jim Allen, director of publicity 
and tv promotion for Crosley, and 
Richard Wittwer, automobile ac- 
count executive from Crosley’s Chi- 
cago office, went to Detroit and se- 
cured five sleek new Packard sedans 
for prizes. 

From the Great Lakes Mink Assn., 
a beautiful $8,000 mink coat was 
obtained for the big radio contest. 
This mink was made up of the finest 
dark pelts obtainable by the GLMA. 

The coat was first prize in the °54 
radio contest, “Rush For Riches.” 
Soon after that contest got started, 
WLW sent Brenda Hollis, its “Am- 
bassadress of Good Will,” touring 
with the coat, and some of the other 
valuable prizes, such as diamond 
jewelry, in a special, heavily-guard- 
ed armored car. 


>The shapely WLW star, together 
with the licensed and trained guards 
and two radio engineers, visited doz- 
ens of towns and cities in WLW- 
Land, exhibiting the gorgeous mink 
coat and the other prizes. They also 
interviewed civic leaders in the vari- 
ous cities, as well as the general 
public. A Crosley radio was given to 
everyone interviewed. The recorded 
interviews were later aired by WLW. 

Preceding their visit, WLW placed 
advertisements in the local news- 
papers, had handbills passed out and 
placed posters in the town’s leading 
retail stores announcing the forth- 
coming arrival of the WLW armored 
car, with Brenda and the coat. 

Local police were secured to es- 
cort the group into each town. The 
“Rush For Riches” contest was novel 
and challenging and yet simple to 
understand. The listener needed only 
to identify a sound, which was asso- 
ciated with a famous personality, and 
his life. At intervals during the sum- 
mer a new sound was added. When 
10 persons wrote in with the correct 
identity, the station brought them to 
Cincinnati where a “playoff” was 
held. 

On a special program, the 10 sur- 
vivors then were asked to identify 
the sounds in the life of another fa- 





Looking For A Premium... 


or A PACKAGE FOR A PREMIUM??? 


CHECK ON CHASE TEXTILE PRE- 
MIUM SPECIALTIES. NO MATTER 
WHAT THE ITEM—IF IT'S MADE 
OF CLOTH, CHASE BAG CAN MAKE 
IT AND IMPRINT IT BETTER 


Any of the items illustrated can be 
colorfully imprinted or otherwise 
adapted to your needs. 


Product sample kit 

Household apron 

Beach bag 

Cloth song sheet 

Children’s bib 

. Teapot cover 

Christmas packages 

Colorful bags special for any 

purpose 

Bags for blocks 

Plastic lined beach bags or diaper 

bags 

Barbecue mit and chef's hat 

Pot holders (quilted) | 

Toy vacuum cleaner bags | 

Drawstring bags for miscellaneous 

packaging | 

Mailing bags with or without ship- | 

ping tag for small part samples or | 

introducing new products. 
| 


Write Today For Free Samples And Prices 


CHASE BAG COMPANY |! 


309 W. Jackson Bivd. Chicago 6, Illinois 
30 Branches and Sales Offices—strategically located 


CHASE BAG COMPANY 
Premium Bag Department 31-], 
309 W. Jackson Bivd., Chicago, III. 


Please send me a sample (Circle 
3.4 56: 78, 3 10. 1. ¥2 
and prices on a quantity of 
Please send more information on 
signed specialties. | am interested in 


Name 
Address 
City Zone State 
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MODERN DISHWASHER 


SPECIAL OFFER FOR PREMIUM PRO- 
MOTIONS 32c FOB Factory. Nationally 
advertised at $1.00. Detergent and water 
in handle squirts aerated suds, through 
brush-cap. Also used for cleaning wood- 
work, tile, spots on rugs and upholstery 
Every home can use two 


ALL PURPOSE PRODUCTS CO. 
354 W. 44th St., New York 36, N. Y. 


Phone Ju. 2-3126 
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© NATURE PICTURES 
MAPS © FOREIGN FLAGS 
© STATE FLAGS 
Printed to order in all sizes. 
Choose from thousands of 
Sia, UP-HO- -date stock 


plates. 


AM Te. abies 
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TODAY 


everyone 
is listening! 


RCA VICTOR 


premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 
cereal? Give your sales message 
personal contact — let RCA Victor 
help you reach the ears that bring 
results in an entirely new way with 
an RCA Victor promotion record. 
Example: Sales training, talking 
displays, direct mail that 

speaks for itself. 

Premium records? Leading firms are 
realizing increased sales with 

RCA Victor premium recordings. 
Write, wire Dept. AR-10 
for all the facts 

630 Fifth Ave.,New York 20, N. ¥.—JU dson 2-5011 

445 W. Lake Shore Dr., Chicago 11, {i!.— WHitehall 4-3215 
1016 N. Sycamore Ave., Hollywood 38, Cal.— HOllywood 4-5171 


Custom 
Record 


txs® 
RCA VICTOR DIVISION 


or phone today 


WIS MASTER'S VOICE 


RADIO CORPORATION OF AMERICA 
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J 


* Free Catalog 
=), RARE and EXOTIC 7 


eS 


=| FOODS FROM ALL 
aj. OVER THE WORLD 


—Exquisitely Packaged 
for Christmas Giving 


> 
spicy hors d'oeuvres from Paris i v 3 
delicious sauerbraten and wild- % 442") > 
boar roast from Germany Mua 
.fragrant fruit preserves from \ tv g 
Hawaii . , 
savory partridge from Ireland ~*~ 
... luscious candies from Italy “non 
..wine-drenched cheeses from , 
Holland : 
. tangy smoked shrimp paté from 
Japan 
.-.-and a thousand more mouth 
watering delights! 
“ Imagine how thrilled your friends, 





clients, business associates, etc., 
| will be to receive a delectable as- 
-~) sortment of world-famous foods 
/ from every quarter of the globe— 
beautifully packaged for Xmas giv- 
ing by Bonne Chose! This year— ws 
give the gift that is truly different, & 3 
exciting to receive, delightful to % 
consume — never forgotten! Send ’ 
for our free catalog at once. hod 


Bonne Che D ‘NY 


1199 Broad St., Newark 5, N. J 
Ge en ee Se ee ee eee eee 


BONNE CHOSE, Dept. 22 
1199 BROAD ST., NEWARK, N. J. j 


Please send me your free catalog of. gourmet | 
delights from all over the world. 


Name 


Address 


City enhlnted ; Zone I cicstiitineiions t 
ee ee 
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_ACHON=GETTING- | 
4TEMS for tie-in 
Sales Promotion 


No. 131 


FRIGEE-MAID 
ICE BOX COOKIE MOLDS 


Easy to store, use . Frigee-Maid Ice 
Box cookie molds vive you greater sales 
punch. Flambeau’s service and_relia- 
bility guarantee faster profits with qual- 
ity pren 


No. 109 


iums! 


TIDEE-MAID 
DELUXE 
SEWING 
BOX 
Women 
building 


smashing 


wants! 


thrilled with this sales- 
complete sewing box, a record- 
sale S builder evVcry woman 


Write: 
S ertonire rt 


FLAMBEAU PLASTIC CORP. 
501 Kane St., Baraboo, Wis. 
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mous person. The winner got the 
mink coat, a new Packard automo- 
bile and dozens of other valuable 
prizes. The nine other contestants 
also were given prizes. 

The winner then named a charit- 
able organization in his hometown 
which the “WLW Road Jamboree” 
visited and presented’ an evening’s 
entertainment, with all proceeds be- 
ing turned over to the worth while 
project. 


>WLW-A conducted a huge “open 
house” week early in June for the 
thousands of local viewers to see the 
facilities of Atlanta’s newest tv sta- 
tion. During the tour, they saw most 
of the $20,000 worth of prizes which 
were later awarded on the “Son of 
the South” contest. 

During the open house, a slogan 
contest was held, to find an appro- 
priate term for Atlanta’s finest tv 
outlet. A young woman won the 
contest—and a new Ford convertible 

by suggesting the slogan, “Choice 
of the Channels.” 


> While WLW-A was conducting its 
own “Son of the South” contest, the 
three Crosley tv outlets in Ohio, 
WLW-T, WLW-C, and WLW-D, 
were holding the “Famous Face” 
contest. 

The first 10 viewers to correctly 
identify the “famous face” received 
a valuable prize and were brought 
to Crosley Square in Cincinnati to 
compete for the jackpot of prizes. 
During the regular contest, the three 
tv stations flashed a fragment of the 
“Famous Face” on the screen. Grad- 
ually another segment, or portion, of 
the face was added until 10 winners 
were obtained, based upon the ear- 
liest postmarks, as well as the cor- 
rect identification of the “face.” 

In the “playoff” contest, another 
different “Famous Face” was used. 
Then the one who figured out the 
correct identity got the mountain of 
prizes, including a Packard automo- 
bile. 


> These contests were successful in 
that contestants were not required 
to make any kind of purchase to en- 
ter either the radio or the tv contests, 
nor were they required to compose 
or complete any kind of a sentence, 
slogan, limerick or jingle. Simplicity 
and speed were the keynotes of these 
three contests. 

Crosley officials feel that “Opera- 
tion Sunburst” will continue its tre- 
mendously rapid growth and in- 
crease in popularity more each sum- 
mer. Letters are already coming in 
to the stations from viewers and lis- 
teners asking if the contests will be 
held again in 1955. Jobbers and re- 
tailers are also very pleased with 
the increase in their sales. 44 


CU SILOM 


PRINTON SERVICE 
(8 X 10" to 16” X 22”) 


Du Val methods, experience and exact- 
TT CEM EST CMCC lemme am Co 
Crate 


“‘Mass Production Methods 
Are Never Used” 


SACU ET eis lal as 
DYE TRANSFER PRINTS 
(8 X 10” to 16” X 22”) 


15% DISCOUNTS ON FIRST ORDERS 
Plus Usual Volume Discounts 


Ya UO CU) am th) 
Oe 
Oe um me mee 


nee CMe malts 
UCU) 


LABORATORIES 


MALVERNE, L. I., N. Y. 


US ee eS CU ae 
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Conversational GIVE-AWAYS 
Salesmeetings and Conventions 


Designed as goodwill quips and inneundo 
sparks—priced for mass distribution. Imprinted 
company name etc. Specialty firm representa- 
tives everywhere. 


STAN SPEER Incorporated 
Citizens Bank Building, Prospect, Ohio 
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A Complete Line of 
ADVERTISING SPECIALTIES 
Is Available In 


CANADA 


Ask for our representative to call 


NEIL S. O’DONNELL LTD. 


652 Bayview Ave. TORONTO 17 MA. 0781 
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Calendar Girl 
of [O54 


Nine beautiful girls are always nine choice ways of attracting attention to just about anything 
So as part of its campaign to get more recognition for advertising specialties as an important 
medium, the Advertising Specialty National Assn. is sponsoring a contest to select a Miss Calendar 
Girl of 1954. Judges in the contest will first choose the calendar which they think is best from the 
standpoints of attention-getting value, beauty and composition. Then the model who posed for that 
calendar will be crowned Miss Calendar Girl at the ASNA’s fall specialty fair in Chicago. Contest 
judges include such personalities as Liberace, television pianist; John Robert Powers, model agency 
head; Bruce Downes, editor of Photography magazine, and Ben Stahl, well-known painter. The 
nine finalists were chosen from hundreds of entries by the Art Directors Club of Washington, D. C 
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We're as PROUD as a PEACOCK! 


ae Se” ie 
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...0ver the NEW, improve BLUE-WHITE 


EQUATOR Index Brigto 
hy SORG 


Another of the developments that have come from Sorg research laboratories 
to Sorg production lines this year is the new, improved, Blue-White Equator 
Index Bristol. It is not only the same tough sheet it was before, but its bright new 
color will match that of the finest coated white papers. Just another of the 
improvements Sorg research men have developed to bring you quality papers 
to meet the demanding specifications of modern day printing. 


And remember .. . in addition to this superb new whiter-than-white stock, 
EQUATOR Index Bristol is also available in the six popular colors of Canary. 
Cherry. Blue, Buff, Salmon, and Green that have made this famous Sorg line one 
of the fastest selling index bristols on the market. 


FREE SWATCH FOLDERS of the new Sorg’s Blue-White 
EQUATOR Index Bristol and its companion six colors, are 
available through Sorg Paper Distributors in all major cities or 
by writing direct today to Dept.AR-l. The Sorg Paper Com- 
pany, Middletown, Ohio. 


Because of its uniform thickness, finish, and color, . . its snap 
and durability .. . SORG’S EQUATOR Index Bristol is ideally 
suited for printing File Record Cards . . . Time Cards . . . Stock Inven- 
tory Cards ... Checking Tickets ... Follow-Up Forms... and scores of 
other factory and office record forms. 


wy 1852 - tested BY nw 
THE SORG PAPER COMPANY 
Manufacturers and Converters of Stock Line and Specialty Papers 
MIDDLETOWN, OHIO 


STOCK LINES 
WHITE SOREX @ CREAM SOREX @ SORG'S PLATE FINISH @ SORG'S LEATHER EMBOSSED 
EQUATOR INDEX BRISTOL @ GRANITE MIMEOGRAPH @ MIDDLETOWN POST CARD 
VALLEY CREAM POST CARD @ No. 1 JUTE DOCUMENT 





50 ¢ ar ¢ October 1954 . . . for more details circle 873, page 111 


With the growing use of full-color 
advertising printing, there is an ever 
increasing demand for coated stocks. 
While other kinds of stocks have be- 
come popular for color reproduction 
by offset and gravure, the basic sheet 
for the majority of color jobs is from 
the family of coated papers. 

The development of a variety of 
coated stocks suitable for lithogra- 
phy has been one of the major steps 
forward for the offset industry. In 
letterpress, coated stocks are the 
foundation stone for high quality 
printing. 

A good introduction to the subject 
of coated paper can be found in Kim- 
berly-Clark Corp.’s revised edition 
of “How to Lithograph Coated Off- 
set Paper” by Robert F. Reed (Sept. 
AR). Mr. Reed explains: 


> “Coated paper is simply a machine 
finish paper that has been given a 
coating of mineral pigment on one or 
both sides and then supercalendered 
to give it the desired finish and sur- 
face properties. The common coating 
pigments are China clay, calcium 
carbonate, and satin white. They are 
often used as mixtures. In some cases 
titanium dioxide pigment is added to 
make the coating more opaque. 
“The layer of coating pigment is 
bound to the paper by means of an 
adhesive. The most common adhe- 


sives are starch preparations, and 
proteins like casein. Starches are the 
cheaper, but they are water soluble 
and are used mostly for letterpress 
coatings. Casein makes a water-in- 
soluble or moisture-resistant adhe- 
sive and is therefore used in most 
litho and offset coatings. Paper coat- 
ers are continually trying new adhe- 
sives, and some paper coatings now 
contain synthetic resins mixed with 
starch or casein. 

“The paper before being coated is 
known as coating raw stock. It must 
be made with careful control of 
strength, moisture content and 
absorbency. It must have enough 
strength to prevent it from being 
blistered or split by the pull of nor- 
mal press inks. It must absorb just 
enough of the coating adhesive to 
insure proper bonding of the coating, 
but not enough to drain the coating 
pigment dry and leave it powdery. 

“After the coating is applied, the 
paper base is known as the body 
stock or base sheet. It is the back- 
bone of the sheet, since it gives the 
paper practically all its strength. The 
coating itself has little or no strength 
except through its adhesion to the 
body stock. But the coating is what 
you print on and the printing quality 
depends on it.” 


> What factors should the buyer of 


printing consider in the selection of 
the right coated paper for his printed 
piece? A helpful checklist has been 
developed by General Paper Corp. 
(Pittsburgh). The firm suggests that 
the buyer consider the following 
points before specifying any particu- 
lar coated stock: 


1. What process is to be used—letter- 
press or offset? 

Each process requires a different 
type of coated paper. The coating on 
offset enamels is made specifically 
for the lithographic process. It must 
have the correct chemical composi- 
tion, be impervious to moisture, be 
properly sized, and be well bonded 
to the base stock. Letterpress enam- 
els will not work satisfactorily on an 
offset press. 


2. What weight stock is to be used? 

Coated text papers range from 40 
lb. to 100 lb. in weight; coated papers 
for cover purposes go from a 50 lb. 
cover to a 12-point coated bristol 
(equivalent to a 110 lb. cover stock). 
3. What about the price? 

There is a big difference in the cost 
of coated papers. A recent price list 


shows that in case lots, coated paper 
can range from 17% cents per lb. to 
4014 cents per lb. Check into the 
savings that can be effected with 
the greatly improved machine-coated 
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This is 
S. D. Warren’s 


monthly message 


for October 


See U.S. NEWS & WORLD REPORT 
for October 8, 
THE SATURDAY EVENING POST 
for October 16, 
and BUSINESS WEEK for October 23 
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enamels. On publications, for exam- 
ple, they give good quality with large 
savings over the conventional coated 
papers. Check with your printer and 
ask him to test-run a machine-coated 
grade at the same time the regular 
sheet is being printed. Check the re- 
sults with the difference in price. 


4. Should the paper be glossy coated, 
dull-coated, coated-one-side, cast- 
coated, or machine-coated? 

There is a big difference in these 
papers. Each has a specific feature 
that can help your printed piece. 


5. What about the color of white- 
ness? 

There are cream-white, blue- 
white and pink-white coated papers, 
all selling for the same price. The 
nature of the copy to be reproduced 
should determine the color selected. 
Experts in the printing industry gen- 
erally agree that a cream-white or 
pink-white coated will make for bet- 
ter reproduction on most four-color 
printing than a blue-white coated. 


6. Are gloss inks being used? 

Certain coated papers are not suit- 
able for printing with high-gloss inks 
and should be avoided. 


7. Consider the folding. 

The coating on certain cast-coated 
papers and on heavyweight coated 
cover papers will split on the fold. 
This will leave a crack or a white line 
in any illustration or solid color that 
crosses the fold. 


8. How about the printability of the 
sheet? 

The surface of the better grades 
will be smoother, will take a finer 
halftone screen (giving better picto- 
rial quality), and will be more recep- 
tive to ink than the cheaper grades. 
They will give better reproduction 
and mean higher running speeds for 
your printer. Quite often the appar- 
ent savings resulting from specifying 
a cheaper paper are more than can- 
celled out by longer press makeready 


“Mr. Gilstrop, do you have an appoint- 
ment with the world’s largest envelope 
manufacturer?” 





time, slower running speeds, and 
constant press stoppages that result 
with inferior coated papers. 


9. Will a colored coated paper help 
the job? 

Certain grades are available with 
color on one side of the sheet and 
white on the other; others are avail- 
able with colors on both sides of a 
sheet. Colored enamels can make 
many jobs more distinctive; the 
white and color combinations can be 
folded to produce an above average 
mailing piece. 


10. Is the coated paper available? 
Many grades of coated paper have 
been in short supply for some time 
now. Delivery time for special sizes, 
weights or grades may be as long as 
six weeks. It pays to notify the sup- 
plier of the paper that is to be used 
as far in advance as possible. This 
will help you get the exact grade you 
want to use. 44 


New Erasable Papers 
Announced by Hemlock 


A new rag-content paper that is 
almost entirely erasable has been an- 
nounced by Hemlock Paper & En- 
velope Co. (Bayonne, N. J.). The 
company says that an ordinary pencil 
eraser can be used to erase typing 
errors—the error rubs out easily 
without leaving a “scuff” mark. 

The Hemlock erasable paper is 
made up in popular weights and sizes, 
in white only. It can be printed the 
same as ordinary papers and is espe- 
cially suitable for use as letterheads. 

The company says that despite the 
erasable quality of the new paper, it 
does not deteriorate or discolor any 
faster than other rag-content papers, 
and typing on it will not fade or 
smear easily. The paper is acceptable 
for legal work. 

Samples and additional information 
are available from the company. 


For your copy circle No. 712 on the 
> ¢ 


Reader's Service Card inside back cover 


Develop New Packaging 
Paper Plastic Coating 


New compounds based on Bakelite 
polyethylene resins have been devel- 
oped for extrusion coating of such 
packaging materials as paper, board, 
foil and film. The compounds were 
produced by L. A. Dreyfus Co. 





Impressions J oe 


Impressions ~ | 
Impressions— 


CCH. says, ‘Letterheads by-pass 


judgment to make subtle impressions”’ 


The influence of your letterhead is indirect . . . and 
for that reason ... more penetrating. It by-passes critical 
judgment and creates lasting impressions as to the character 
and purposes of the firm it represents. 

For better business impressions, many leading execu- 
tives use a fine rag content paper by Neenah. They range 
from 25% to 100% rag content and are air-dried and tub- 
sized for a finer printing and typing surface. 

They have strength, prestige and enduring beauty. 
The iiner grades of Neenah Papers are also used for stocks, 
bonds and other financial papers where prestige must be 
combined with permanence. 


‘For a letterhead paper with at rilliant blue- 
whiteness, ask your printer for sample 5 of 
Gi teftain Opaque or Neenah a These 
pape rs are Specta ll ted to reduce shou 


/ ; 
through and incre dS brightness.’ 


SLLLLS 


NN NAS a aa 
Sal Naa UT 


(South Plainfield, N. J.) in coopera- | To plan business stationery that 
tion with the Bakelite Co., a division | is PREFERRED, ask your printer 
of Union Carbide & Carbon Co. for a free copy of the “Neenah 
The coatings impart a higher order Guide to Preferred Letterheads.” 
of resistance to water vapor trans- This exceptional book is based 
mission and higher gloss surfaces to | on a four-year survey by the 
packaging materials. The papers are | Neenah Paper Company. 
designed for packing a wide variety 
of chemicals and foods. 44 


NEENAH PAPER COMPANY 


Neenah, Wisconsin 
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More national aivertisers 





than any other 
illuminated sign 


Behind this sales-stimulating Plastilux® sign stands 
Neon Products’ unexcelled facilities for design ... market 
research ...mass production...consistent product qual- 
ity ...complete records system... shipping. 


The 25 years’ experience which developed SIGNver- 
tising also established the financial stability to assure 
completion of any dealer identification program, no matter 
how large. 


Investigate your source of supply before investing. 
You can build any point-of-sale sign program around 
Plastilux® ... America’s largest selling illuminated sign. 





NEON PRODUCTS, INC. 


107 NEON AVENUE, LIMA, OHIO 











WRITE TODAY for a free subscription to 
SIGNews, the voice of SIGNvertising®. Or re- 
quest a SIGNvertising® engineer to assist you 
in planning your sign campaign, without any 
obligation. 


In Canada: TEK PLASTICS, Ltd., Toronto, Ontario 


CUP eli 
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SIGNS & IDENTIFICATION MATERIALS 


A leading soft drink maker is 
successfully using an interesting 
incentive program to stimulate 
routemen into placing more 


point of purchase material. 


Dad’s Sells Routemen 
On Selling Signs 


By Peg Miller 
AR Associate Editor 


How can we get more of our signs 
up? This was the big question that 
Dad’s Root Beer Co. (Chicago) and 
its bottlers were considering at their 
convention last fall. They wanted a 
low-cost method that would put up 
thousands of signs in retail outlets. 

For months Dad’s advertising de- 
partment had been plagued with the 
problem of how to get more of its 
small metal and decal type signs 
hung in stores. Field men handled 
the large outdoor signs—contracting 
for locations and arranging for local 
sign companies to install them. But 
the field men didn’t have time to also 
make deals with retailers to hang the 
smaller ones. 


Like most soft drink companies, 
Dad’s Root Beer consists of the par- 
ent company and numerous fran- 
chised bottlers located across the 
country. The parent company stands 
all costs of media advertising, but 
point of sale materials’ costs are split 
equally between the bottler and the 
home company. So it was with the 
bottlers’ cooperation and with con- 
sideration of their peculiar problems 
that Dad’s developed its solution to 
getting more signs installed. 


> The company had first tried hav- 
ing the local bottler hire a full time 
employe whose job it was to go out 
and put up small signs in as many 
retail outlets as possible. This plan 
was not successful. Walter Sala, 
Dad’s advertising manager, explained 


that there were three difficulties in- 
volved: 
1. It was hard to keep a check on the 
employe’s time. 
2. The employe tended to prefer to 
arrange for big sign installations— 
duplicating the work of the field men 
—instead of hanging the small ones. 
3. The bottlers frequently put the 
sign man to work helping out in the 
plant instead of keeping him on the 
job of sign placement 

At the convention, the idea of us- 
ing the bottlers’ driver-salesmen to 
arrange and hang the signs as they 
worked their routes was proposed. 
The bottlers liked this idea. A cam- 
paign based on the idea was outlined 
and christened “Dad’s Signs Up” 
campaign. 
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THEY ‘TELL’, 
NIGHT 


d s 
+ aver 


Metal signs of top 
quality and of every 
type—Roadside, Point- 
of-Purchase, Curb 
Tacker, Hanger and 
Bracket, Cut-Out or 
Reflectorized — are 
available in durable 
screen process for 
long-lasting, effective 
advertising. Scores of 
Nationally known firms 
have used GRACE Signs 
to sell, for 40 years! 


WHAT ARE 
YOUR NEEDS? 


SEND FOR CATALOG NOW! 
3600 S. 2nd ST 
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Something for Everyone . 


> But now a second problem loomed 
—how to get these driver-salesmen 
enthused about doing an extra job. 
A quick, informal canvass of some 
of the drivers was made to ascertain 
how they would feel about taking on 
this new duty. As might have been 
predicted, there was general grum- 
bling, and the men made it pretty 
clear that they wanted no part of 
this “Signs Up” campaign unless 
there was something extra in it for 
them. 

The company considered paying 
a cash bonus—which actually on a 
weekly basis would have amounted 
to a relatively small cash sum—for 
each sign hung. Dad’s felt that there 
was a tendency among employes to 
hardly notice or especially appreci- 
ate a few extra dollars added to a 
paycheck. In addition, the advertis- 
ing department thought it would be 
harder to merchandise—to drum up 
real enthusiasm—with cash. It was 
also learned that union rules govern- 
ing the drivers might cause compli- 
cations with cash awards. A prize 
incentive plan was a natural. 


> Dad’s wanted to make it as easy 
as possible for all the drivers to win 
something, so a catalog of prizes that 
included a wide range of gifts was 
selected. It included some costly 
items such as furniture and tv sets 
and a good choice of small items like 
flashlights and measuring cup sets. 

A driver needed to put up only one 
or two signs to win something. Ad 
Manager Sala figured that a driver 
could, by working on hanging signs 
five or six hours a week, win $45 to 
$60 worth of prizes during the three- 
month contest period. 

Eleven different signs were select- 


. . The prize catalog used by Dad’s included a wide choice of 
small items as well as more expensive prizes, so that all drivers had a chance to win some- 
thing. Lower right is the certificate issued each week to indicate driver's prize points. 


ed to carry points for prizes. A num- 
ber of these signs had not been popu- 
lar with dealers, and Dad’s thought 
the plan might, in addition to just 
getting more signs up, put some of 
these hard-to-move signs to use. 
Signs in this category carried the 
highest points. 


> These were the signs selected: 


@ Window or back bar 912x714” de- 
cal... 40 pts. 


e@ Window or back bar 1734x17” de- 
cal. . . 60 pts. 


@ Window or back bar 6x41” decal 
sos pe. 


@ Metal 19x27” kick plate . . . 50 pts. 


Versatile . . . One of Dad’s most versatile 
signs is this crown button with privilege 
panels that can be used either above or 
below the crown. The panels are available 


blank or with company slogan. 





e@ Metal 12x31” kick plate or middle 
of the door sign . . . 50 pts. 


e@ Metal 13x2714” vertical wall sign 
~+. 00 pts. 


e Metal 1742x46”" 
window sign . 


under or above 
. . 00 pts. 


e Metal 20x28” blackboard .. . 50 
pts. 

e Metal 20x28” crown button with 
privilege panel . . . 50 pts. 

e Metal 32x56” 
privilege panel . . 


e@ Metal 53x56” 
sign ... 100 pts. 


outdoor sign with 
. 13 pts. 


horizontal outdoor 


Most of the signs were ones that 
the driver could actually hang him- 
self with a few nails and a hammer. 


Wall Signs . . . Two different wall signs 
carried prize points—left, featured a bot- 
tle and right, a blackboard. 


As the list indicates, the larger, more 
difficult to hang signs carried more 
points. 


> The contest was scheduled to run 
during the slacker periods (for soft 
drink companies), starting March 1 
and continuing through May 31 and 
opening again September 1 and run- 
ning until November 30. Dad’s de- 
cided that during the summer 
months, the drivers would be too 
busy just filling case orders to spend 
time hanging signs. The program was 
set up, however, so that points ac- 
cumulated by the drivers during the 
first three-month period could be 
saved and carried over to the fall 
period. 

Colorful catalogs showing all the 
prizes were obtained from Ross 
Coles & Co. (Chicago). Broadsides 
announcing the opening of the “Signs 
Up” campaign were mailed with a 
sample catalog to all bottlers. The 
broadside explained the costs, how 
the point system worked, how to 
keep records on each driver, ete. 
Another broadside to engender 
steam with the drivers also was pre- 
pared, and it was mailed to the bot- 
tlers who in turn mailed it to the 
drivers’ homes. Later, the bottlers 
mailed copies of the catalogs to the 
drivers’ homes. 








Mimeographed forms also, were 
sent to each bottler. On these, the 
bottler was to state how much money 
he wished to commit to the program 
—with the bottler sharing half the 
cost of the program with Dad’s—and 
to list the drivers who would partici- 
pate. In addition, the bottler received 
report forms which each driver would 
fill in, indicating how many signs he 
had hung and their locations. 


> Each week during the program 
the bottler returned reports showing 
how many points each driver had 
collected. Dad’s then issued certifi- 
cates redeemable in prizes to the 
drivers. The certificates will be hon- 
ored until the end of this year. 

And have the signs gotten up since 
the campaign? Walter Sala says em- 
phatically, yes. “More than 40,000 
signs have been put up as a direct 
result of the driver-salesmen’s ef- 
forts to win prizes during the first 
three months of the ‘Signs Up’ cam- 
paign. But even better,” he added, 
“sales have increased markedly dur- 
ing the same period.” 

He commented, “Most of our bot- 
tlers are not exclusives—that is they 
handle a number of different soft 
drinks. The ‘Signs Up’ campaign has 
increased sales because it focused 
both the drivers’ attention and the 
retailers’ attention on Dad’s. A driver 
doesn’t go into a store, get the owner 


ROOT BEER 


Kick Plates . . . All Dad’s metal signs— 
like these two kick plates for dealers’ 
doors—are fabricated in five colors by 
Press Sign Co. (St. Louis). 


to put up a Dad’s sign and then sell 
him a case of some other soft drink— 
he naturally suggests Dad’s.” 

If the campaign continues to be 
as successful in the second period, 
September 1 through November 30, 
Dad’s is planning to continue it next 
year. In addition, a similar prize in- 
centive plan, using the same catalog, 
has been launched with the bottlers 
to spur increases in sales percentages. 

44 





tion signs for you! Whether you 

need one sign or a thousand, the 

experience of the entire GOA 
/P organization is at your service. 


Nae ak 


ey 


_ General Outdoor Advertising Co. 


Call your nearby GOA branch office 


for full information, or write: 


515 South Loomis Street 
Chicago 7, Illinois 


. for more details circle 813, page 111 
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Night and Day... you see 


ROHM & HAAS COMPANY 
Washington Square, Philadelphia 5, Pa. 


Please send me a copy of ““PLEXIGLAS 
—The Outdoor Plastic—for Signs.” 
Name 

Company. . 

Address 


City 


“?PUtawers 


Well-known companies and their dealers prefer 
signs made of PLExiGLas for real sales assistance. 


Interior lighting gives PLEXIGLAs signs complete, 
brilliant luminosity at night. They have a clean, 
richly-colored appearance in daytime. PLEXIGLAS 
signs are on the job night and day, identifying 
names and products in a way that tells customers, 
“Here is a good place to do business.” 


All across the country national advertisers and 


PLexicLas is a trade-mark, Reg. U.S. Pat. Off. and in other principal countries in the Western Hemisphere. 
Canadian distributor: Crystal Glass & Plastics, Ltd., 130 Queen's Quay at Jarvis Street, Toronto, Ontario, Canada 
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ig names in PLEXIGLAS 


local merchants are finding that signs made of 
PLEXIGLAS provide a competitive advantage. By 
using PLEXIGLAS in your sign program, you will 
help dealers increase sales. 

As the manufacturer of this weather-resistant 
acrylic plastic, we will be glad to assist you and 
your sign supplier in making the most effective use 
of our product. The coupon on the opposite page 
will bring you a brochure that shows examples of 
the many sign designs possible with PLEXIGLAs. 


CHEMICALS FOR INDUSTRY 


ROHM ¢ HAAS 
COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


Representatives in principal foreign countries 


for more detoils circle 863, page 111 
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settee 


two more great} 


SIGNS... 


in GOTTLES 


: BY ROBERTSON 
Leading manufacturers of SILK 
SCREEN and Lithograph signs for 
regional and national advertisers. 


* Baked enamel process — 
plain or reflectorized 
* Steel or aluminum 


* Quantity producers for 
over 30 years 
Write Dept. 34 for color folder and information. 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 


for more details circle 864, page 111 





= EUDTLING the lifetime point-of- 


. purchase display that dealers fight for! 


a ial 


a 
a i 
o-= <y 


ce 


On the counter LOGUE 
Get your product name and selling theme 
across while the customer is ordering 
Dealers welcome counter Advermats be- 
cause of their high utility value — the 
ideal place to pack and make change 
Incredible? But absolutely true! Dealers 
do fight to get Advermats. Long-life rub 
ber mats with your product name and 
selling phrase die cut and inlaid right 
through the entire depth of the mat 
Advermats sell your product where it 
counts, right at the dealer's highest 
traffic points 
FREE: We give you a free Advermat sam- 
ple incorporating your own advertising 
copy. No obligation. For complete details 
write today for free brochure containing 
complete information on Free Offer 


Also use Advermats at the store entrance, in 
front of the cash register, in front of your 
products on display. or as coin mats 


= PERFO MAT & RUBBER CO., 


461 Fourth Avenue, New York 16, N Y 
B® Phone: LExington 2-305! 


@ Representatives in principal cities and Canada 
SEB BERS RSSRSSERERE REE RB EES 


for more details circle 850, page 111 


60 ¢ ar * October 1954 





} 





J. P. Burger Develops New 
Night Visibility Process 


A new, exclusive process has been 
developed by J. P. Burger & Asso- 
ciates (Cleveland), which is said to 
allow displays in full color to be- 
come visible in the dark—without 
the expense of a light source. Expo- 
sure to any light for but a few min- 
utes daily energizes the display, 
which has a life of about seven years 
without loss of energy. 

The process is adaptable to both 
paper and cardboard for interior use, 
as well as for outdoor signs. It is both 
waterproof and weatherproof. A 
pressure sensitive adhesive backing 
permits the material to adhere to 
any clean surface. 

Samples and additional details are 
available from the company. 


For your copy circle No. 713 on the 
Reader’s Service Card inside back cover 


Radiant Lamp Introduces 
New Color Flood Lights 


A new line of color flood light 
bulbs, designed for dramatic light- 
ing of either indoor or outdoor deco- 
rations and signs has been intro- 
duced by Radiant Lamp Corp. (New- 
ark). The lamps are available in five 
basic colors—red, blue, green, yellow 
and amber—and can be used singly 
or in combination to secure prac- 
tically any shade. 

The ceramic colors are fused per- 
manently into the glass to prevent 
peeling or fading. A silver reflector 
is sealed inside. Two sizes of the 
Radiant Color-Flood lamps, 150- 
watt and 200-watt, are being pro- 
duced in each color. Price of both 
sizes is $3.75 each. 

A circular describing and illus- 
trating the lamps is available. 


For your copy circle No. 714 on the 
Reader’s Service Card inside back cover 


Good Will Message .. . This circular 
decal sign features the White Owl cigar 
trademark on one side with a good will 
building message on the reverse side. 
Designed and produced by Meyercord Co 
(Chicago), the decal is for dealers’ doors. 
The side facing the street carries the trade- 
mark in full color, while the reverse carries 


a “Call Again" message in gold, red and 
black. 





any Size .. 
PORCELAIN ENAMEL FINISHERS 








HERNARD’S Style of the Month: GOTHIC CONDENSED 


One of 23 new styles of 3-D Display Letters. 
Sizes from 34" to 6” stocked for immediate 
shipment. Also letters, trademarks, logos to 
specifications. 

FREE—samples and catalog. 
HERNARD MANUFACTURING CO., INC. 
923-R Old Nepperhan Ave. Yonkers, N. Y. 


. for more details circle 817, page 111 


VITRALUME SIGNS 


in Lifetime Porcelain Enamel 
Advertise — Identify 


. Shape .. «Colors 


3221 W. 30th St. * Chicago 23, til. 


. for more detai's circle 856, page 111 


Electrifying 
Response! — 


When you plug into an ad 
schedule with AR your sales 
message is wired for results— 
plus! 

With over 151,000 requests 
within a year for information 
offered by suppliers, AR has 
lit up a spectacular record un- 
equalled in business paper 
history. 

AR’s high voltage response 
comes from the 21,000 actual 
buyers of advertising’s pro- 
duction, promotion and mer- 
chandising services and 
materials. 

For electrifying response to 
your sales story, throw the 
switch for an ad schedule in 


ADVERTISING 
REQUIREMENTS 





Jack Cleary, director of radio pro- 
grams for the National Broadcast- 
ing Co., presents the third in his 
series of ‘‘notes”’ on the production 
of radio shows. This month he ex- 
plains the business of assembling 
and presenting a radio drama. 


The business of assembling and 
presenting a radio drama—particu- 
larly an hour-long one such as “Best 
Plays’—is a tricky thing, beset with 
pitfalls. The easiest way to describe 
the numerous problems is to refer to 
one particular show, so let’s consider 

“Best Plays.’ 

This show happens to be built on 
a premise that people, particularly 
those outside the radius of the New 
York theater, have a respect and a 
love for the drama as it is presented 
on Broadway. Here it might be noted 
that it would be impractical and 
well-nigh impossible to produce any 
hour-length or even half-hour length 
radio drama without some kind of 
premise—some kind of tie-in to give 
it week to week continuity. 


Having once determined this over- 
all aim, the business of production 
begins. 


>In the case of “Best Plays,” the 
subject matter, in one sense, is ready- 
made, in that the series has an almost 
inexhaustible supply of properties 
upon which to draw. In the past 50 
years in the New York theater there 
have been probably 1,500 successful 
dramas produced. Not all of these, of 
course, are readily adaptable to the 
needs of radio presentation. 

The first job in the selection of 
properties, therefore, is to determine 
which of this backlog of plays are 
useable for radio purposes. Fortu- 
nately, a large proportion of them 
are. 

Even largely visual plays such as 
“Mr. Roberts” if they are also soundly 
constructed—and “Mr. Roberts” is 
lend themselves to adaptation in an 


RADIO & TV PRODUCTION 


hour radio version. True, the plays 
do not always translate literally. In 
fact, only the more shallow plays 
come out on radio as they did on the 
stage. The more complex ones must, 
of necessity, be foreshortened and 
given complementary values in orde1 
to be successful radio fare. 


>This is largely the task of the 
adapter and his editor. It goes with- 
out saying that a radio show, like a 
stage play, a motion picture or a tv 
show, is only as good as its script. 
Once again “Best Plays” is fortunate 
in its format in that it has ready- 
made material on hand for the writer 
All of the preliminary creative writ- 
ing has been done by an established 
playwright, usually over a period of 
months, if not years. 

It would be impossible to conduct 
such a series using all original mate- 
rial and to maintain the same high 


October 1954 ¢ ar « 61 





standards of invention. But in this 
case, with that preliminary work 
already accomplished, the writer and 
the editor can concentrate, in the 
limited time available to them, on 
the almost mechanical problems of 
building a timed and effective radio 
script. 

Sometimes their task is relatively 
simple, as in the case of a four-char- 
acter play such as “There’s Always 
Juliet” by John Van Druten. Here it 
was merely a matter of telescoping 
certain scenes, eliminating areas of 
“stretch” which are found in the best 
stage dramas, and winding up with a 
tight, compact, homogeneous hour of 
radio drama. 

The problem, however, is vastly 
more complex when dealing with a 
play like Shakespeare’s “Macbeth.” 
Here the adapter and editor were 
confronted with a classic peopled 
with a huge cast and heavily plotted. 
It is impossible on the face of it to do 
a literal translation into radio terms 
of a drama like “Macbeth” within 
the comparatively short span of a 
single hour. Therefore, some decision 
has to be made as to the over-all 
treatment. In this case it was decided 
to treat the drama principally as the 
story of Macbeth and his lady and 
the deterioration of their relation- 
ship. At the same time it was neces- 
sary to cut and condense the huge 
cast into something more practical, 
budget-wise, for a sustaining radio 
drama. 


> But the actual adaptation of a 
stage property is merely one of many 
problems concerned with its produc- 
tion. The selection of that property 
from the backlog of material avail- 
able is another. As stated before, not 
all plays are suitable for dramatiza- 
tion on radio. Therefore, once the 
unsuitable have been weeded out. 
the remainder must be carefully 
screened in a continuing process to 
determine the actual make-up of the 
schedule. 

Factors involved in this screening 
process are numerous. Obviously. 
good programming requires a con- 
tinuing change of pace. A comedy 
following a tragedy is elementary. 
Small cast plays should follow large 
cast ones, not only for reasons of 
dramatic unity, but also for the more 
mundane but even more important 
consideration of budget. Plays with a 
foreign locale ought to be separated 
by plays with an American locale. 

Finally, having determined all of 
these things having to do with vari- 
ety and change of pace, there is the 
matter of availability. Many of the 
best plays are tied up with motion 
picture contracts and are not avail- 
able. Sometimes such dilemmas can 
be resolved by careful negotiation 
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with the owners of the rights. More 
often, however, the rights are simply 
unavailable. 


> One of the main assets of a series 
like “Best Plays” is its star system, 
whereby the plays are performed by 
outstanding artists. While it is a great 
asset, it is also a continually harrow- 
ing problem. A star with a big name 
is never the whole answer in casting 
a play. The star must fit his or her 
role—a fact which many a talent 
agent chooses to ignore. 

There are a few—pitifully few— 
stars whose versatility and talent are 
so great as to make four out of five 
starring vehicles come alive. The ma- 
jority of stars or name players, on the 
other hand, are limited in the things 
they do well. There are even many 
really great names in the entertain- 
ment business who are not really 
good enough in the medium of radio 
to handle any part at all. This is 
always a shock to a talent agent, but 
it is nevertheless regrettably true. 

So, when choosing stars for the 
series, many factors have to be taken 
into account. First, of course, the star 
must be available in New York at the 
required time and must be willing to 
do the show for the small fees which 
a sustaining budget automatically 
imposes. Just as important a consid- 
eration, they must fit the part they 
are to do. Whenever it is possible, 
stars closely associated with the play 
in question are sought to recreate 
their Broadway roles. In a few happy 
instances, “Best Plays” has even been 
able to assemble the entire original 
Broadway cast. 


> Having chosen a property, adapted 
it for radio, selected and signed the 
stars to play it and determined the 
broadcast date, the work of putting 
the show together is only half done. 


The play must be cast now and this 
is a delicate and tricky business. The 
supporting players must complement 
the star or stars as well as each other. 
They must fit the roles they are to 
play, naturally; but just as vital, 
their individual voice qualities must 
contrast sufficiently to make each 
member of the cast identifiable by 
sound alone. With a large cast, this 
often presents a real problem. 

In these days of encroaching tv 
activities, even the matter of getting 
proper studio facilities presents a 
problem. Sometimes it is necessary 
to change the plans of a particular 
production because of facility avail- 
ability alone. For example, a certain 
star may be in New York for a few 
days in the middle of a week. If it is 
desired to use this star, it would be 
necessary to tape the show rather 
than broadcast it live. 

Having determined this, facilities 
must be checked before making a 
commitment. Sometimes it is impos- 
sible to get the required studios or 
technicians, and for that reason the 
plan of using this particular star 
must be abandoned or at least post- 
poned to a future date. 


> Finally, there is the matter of 
censorship to be taken into consid- 
eration. Most plays, even the more 
daring in theme, can be done on ra- 
dio if properly handled. When there 
is the slightest doubt about the suit- 
ability of the material, however, it is 
necessary, or at least advisable, to 
check with Continuity Acceptance 
before any of the myriad details of 
production are set in motion. 
Occasionally, a property will be 
turned down absolutely. In that 
event it would be foolish to go ahead 
with its preparation. More often, in 
questionable cases, Continuity Ac- 
ceptance will give a tentative ad- 
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“We landed that brassiere account. He’s going to their fashion show!” 





Students Write Commercials 


High school students in Ohio are 
plugging for their ‘old home town” 
via radio commercials. 

In a contest sponsored by the 
Wooster Rubber Co. (Wooster, O.), 
high school students in a four-county 
area are submitting 70-90 word radio 
messages on ‘Why I Like My Home 
Town.” The winning entries will be 
used by Wooster Rubber on the com- 
mercial portion of Cleveland Indian 
baseball broadcasts. 

Prizes range from cameras, com- 
plete with film and flash bulbs, to 
box seat tickets to ball games played 
by the Indians. 


vance approval and will then work in 
close liaison with the producer in the 
various stages of the show’s prepara- 
tion. 

Sometimes it is even necessary to 
appeal to outside sources for a ruling. 
A case in point is the play “Anna 
Lucasta” which was produced in 
New York with an all-Negro cast. 
Continuity Acceptance was unable 
to give a ruling on this property and 
so NBC’s consultant on Negro af- 
fairs, Joe Baker, was consulted. As 
it happened, he approved the play, 
yet all of this preliminary negotiation 
was carried out without any specific 
commitment on the part of the pro- 
ducer to buy the rights and have the 
property adapted for radio. At this 
writing, the matter stands precisely 
there. The play is acceptable for 
broadcast as far as NBC’s policies 
are concerned. Whether it will be 
broadcast depends on the other fac- 
tors which have been enumerated 
above. 


> The foregoing are the major points 
involved in assembling a drama show 
such as “Best Plays.” But there are 
many minor points as well. These 
include everything from the plan- 
ning and utilization of promotion and 
publicity facilities to the negotiation 
of contracts and the maintenance of 
liaison with talent agencies and show 
personnel. 

These points, then, are the factors 
involved in the preparation of an 
hour-long drama for radio. All of 
them having been taken care of, the 
show must still go into rehearsal 
some ten hours of it—necessary revi- 
sions in the script must be made, the 
entire production must be carefully 
timed and paced. Only then is it 
ready to be heard. When the “Re- 
hearsal” sign outside the studio door 
flashes off and the “On the Air” sign 
lights up, the work has been done. 44 





Book Lists Techniques For 
Producing Better Movies 


If you’re thinking of making a 
movie, Don Livingston’s new book, 
“Film and the Director,” let’s you in 
on all the “trade” secrets and in ad- 
dition, gives the basic principles and 
techniques for producing a success- 
ful film. 

Each step in professional movie- 
making is explained—from the first 
reading of the script to the addition 
of narration, opticals and sound ef- 
fects to the final dubbing and edit- 
ing. The special problems of differ- 
ent types of films such as 3-D movies, 
documentaries, business films and 
movies for television, are discussed. 

Mr. Livingston, who’s an experi- 
enced professional film director, be- 
gins his book with a description of 
photographic and sound equipment, 
explaining their possibilities and 
limitations. In later sections, he 
delves into the problems of move- 
ment, composition, lighting, different 
types of staging and casting. 


>The book, though a kind of text 
book on moviemaking, is written in 
a lively and easily comprehendible 
fashion. Trade terms are defined 
throughout and a large number of 
diagrams and pictures add greatly 
to the text. “Film and the Director” is 
filled with valuable information and 
usable ideas for anyone interested in 
moviemaking. 
The Macmillan Co. (New York) is 
the publisher. The price is $4.50. 
44 


Issue New TV Spots 


A new package of stock tv com- 
mercials for banks has been an- 
nounced by Kling Studios (Chica- 
go). The series consists of five 60- 
second and five 20-second com- 
mercials. These stylized, completely 
animated spots stress bank services 
and the part played by the bank in 
the community. This is Kling’s sec- 
ond series for banks. Other stock tv 
commercials available from Kling 
include series for beer, bread, milk, 
ice cream and potato chips. 44 


MAKE YOUR CLIENTS BUDGET HAPPY with 


pe adda 
TV SLIDES ON FILM 








‘PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-Z FRISKET 


Given up on prepared frisket. products? 
Here’s one that really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on. for long periods with- 
out injuring your copy. It 
comes to you ready for 
use—the adhesive is al- 
ready on the back. Only 
genuine E-Z Frisket has 
the rubber base adhesive 
especially formulated for 
retouching.Still skeptical? 
— write for free sample. 


No. 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
i preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 


FREE: “BROWN INK," published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


ARTHUR BROWN & BRO 


2 WEST 46th STREET NEW YORK 


. .. for more details circle 774, page 111 


Aid: ertising 
R equirements 


gets 
Boies able 
R esults 


for FOTOTYPE 

AR produces “ more than 
two and one half times as many 
requests as from any other mag- 


azine’, says D. F. Buckingham, 
President, Fototype Inc. 


AR for 
Advertising Results 


Try It! 


q 
Send For A 


ape 


\ Why use STILL SLIDES when you can get action — zooms, 


flashes, wipes, etc., at this low price 


10 SECONDS $10 FIL 


PLUS SMALL COST 
OF REPRODUCING YOUR ART 


Sample Reel Today 


K STUDIOS 


1332 So. Wabash, Chicago, Ill. 


for more details circle 797, page 111 
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send 
today 


for a copy of the Monsen 
“Accurate Proofreading” folder. 


There is no obligation. 


COCO SCEEES OSES OSES OEE ESESE ESSE SSS OH SEES SEOSESEOEESE 


Monsen-Chicago, Inc. 
22 East Illinois Street, Dept. AR-9 
Chicago 11, Illinois 


Gentlemen: Please send me a copy of 
your ‘‘Accurate Proofreading”’ folder: 


name 
title 
company 
address 


city 
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proofreader at work... 


You get proofreading plus when you let Monsen set your type. Your 
proofs are right...not just read...when you get them. 

It’s one thing to accurately check proofs against the copy...all good 
proofreaders do this. But it’s quite another problem to catch words 
misspelled in the original manuscript...to be aware of grammatical slips 
that sometimes are overlooked in the heat of copywriting...to correct 
typographical errors unnoticed by the typist...to recognize that a 
word or phrase is omitted and that meaning is impaired...to decipher 
technical words and phrases when handwriting is not clear...to catch 
those little mistakes that stand out so glaringly after a job is printed. 

At Monsen, your copy is proofread by experts. These highly trained 
men and women make a deliberate effort to correct irregularities or 
to call them to your attention if there is any doubt as to interpretation. 
They are remarkably accurate...but human. 

But proofreading at Monsen does not stop at this point. Your Monsen 
proofs must agree with your layout too. That’s why precision line-up 
tables are part of the Monsen Proofreading Department. Your proofs are 
square and in alignment when you get them...as perfect as type can be. 


Serving the typographic needs of customers in 48 states and throughout the world. 


MONSEN-LOS ANGELES, 928 S. FIGUEROA ST. 
MONSEN-WASHINGTON, D. C., 509 F ST. N. W. 


Monsen-Chicago, Inc. 


22 E.ILLINOIS ST., CHICAGO 11, ILLINOIS 
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DESIGN for 


BUSINESS 


PUBLICATIONS 


By J]. Wolfgang Beck 
Graphic Designer 
New York 


The function of design, profession- 
ally practiced by a graphic artist, is 
at last coming to be recognized by 
the publishers of business magazines. 

Whether this recognition is the re- 
sult of gradual esthetic appreciation 
or of competitive necessity, the net 
effect is a definite trend to the direc- 
tion of better designed trade maga- 
zines. Fewer and fewer magazines 
are looking like the misbegotten off- 
spring of a mimeograph machine, 
destined for quick unread relegation 
as lining for the waste paper basket. 
More and more magazines are losing 
that look of having been whipped to- 
gether—or frappeed—by the third as- 
sistant sub-editor and the errand 
boy who even as a child was always 
handy with scissors and paste pot. 


> What is the function of design? 
Accurate though it is as definition, 
it is nevertheless an oversimplifica- 
tion to say that good design makes 
the magazine “look better.” No pub- 
lisher, immersed for a_ substantial 
part of his waking day in profit and 
loss statements, is motivated by any 
such flimsy consideration. Nor should 
he be expected to. But the hardest- 








headed publisher will acknowledge 
the validity of what “looking better” 
really means. In dollars and cents. 
Good design means a magazine 
that is more inviting to the eye, eas- 
ier to read. To the reader it means 
faster, more rewarding reading. To 
the publisher it means an increase in 
the number of readers and an in- 
crease in individual time-spent- 
with-the-magazine. 


>In a field where there are several 
editorially similar trade magazines, 
good design is a powerful competi- 
tive weapon in the hands of a pub- 
lisher. Often it is the determining 
factor in the selection of one maga- 
zine over another. A business execu- 
tive, after all, is entitled to demand 
as much decorative value from the 
business publication on his reception 
room table as he has come to expect 
from Fortune. 

Just as manufacturers of consum- 
er products place great stress on the 
development of a distinctive, eye- 
catching product-package, just so 
must the publisher of a trade maga- 
zine recognize the considerable im- 
pact which the package of his prod- 
uct can make if it is properly de- 
signed. What the industrial engineer 
is to the packaging of consumer 
products, the graphic artist is to the 
design of trade magazines. 

Many publishers are vaguely un- 
happy about the design of their mag- 
azines, and perhaps have even come 
to the conclusion that an overhaul- 
ing might be a good idea. But many 
publishers hold off. They are re- 
luctant to tamper with something 
that may be a going concern—even 


though a redesigned product will 
mean a concern that is not just going, 
but running. Other publishers, deep- 
ly concerned over rising costs and 
shrinking profits, simply do not real- 
ize that a comparatively small in- 
vestment in design can so broaden 
the acceptance of their publication, 
both among readers and advertisers, 
that their financial woes might easily 
be assuaged in the process 


> Actually, publishers would be less 
likely to recoil from the word “rede- 
sign,” if they understood that it cov- 
ers a multitude of possibilities. The 
costs involved range from the equiv- 
alent of getting a battery recharged 
to buying a new model—but what- 
ever is done cannot help but result 
in a more smoothly operating ve- 
hicle. Some of the techniques of re- 
design suggested here may seem ob- 
vious, but the truth is that many 
trade magazines still have not taken 
advantage of the few simple changes 
that can make the difference be- 
tween a run-of-the-mill book with a 
static or declining circulation, and a 
vital, dynamic publication that plays 
a key role in its field 


1. Logo design 

The magazine logo is its signature, 
its hallmark. It should be able to 
identify itself to the naked eye of the 
most casual observer. This does not 
mean that it must run in 96-pt. 
across the book cover, or be printed 
in sequin-studded metallic ink. And 
it does not have to be of the com- 
petitive newsstand variety. But, in 
the hands of a creative graphic artist, 
a logo can emerge which delivers a 
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If you're one who likes fine quality, 
youll appreciate Warwick’s new method of 
photographically setting type. Prominent 
users, agencies and advertisers are delighted 
with the exquisite look and the sparkling, 
smear-proof qualities of Warwick's Photo- 
Reproduction Proofs. 

Write today for our type specimen book 
“Photographic Pypesetting.” 


Sununu TYPOGRAPHERS 


Box F-22 e« 920 Washington Ave., St. Louis 1, Missouri 


Overnight by air to most of the United States. 
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The House of Fine Typography 


Here Type Can SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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strong, distinctive impression of pre- 
cisely what the magazine is. 

The logo should be planned very 
carefully, and, if the change is a 
drastic one, it should perhaps be re- 
vised in stages. In this way, the read- 
ers become accustomed gradually to 
the change, and in a sense are made 
more keenly aware that some fresh 
thinking is going on in the editorial 
minds of the publication they are 
reading. 

Once a well-planned logo is adopt- 
ed, it should be “merchandised” to 
the hilt. Letterheads, sales promotion 
and advertising material, masthead, 
salesmen’s calling cards—every piece 
of printed matter representing the 
magazine should feature the logo. It 
is through the long-term accretion of 
impressions the logo makes that its 
purpose—competitively and promo- 
tionally speaking—is fulfilled. Ask 
Time magazine. Ask Variety. 


2. Cover design. 

Once the logo is established, the 
question of the right kind of cover 
must be answered. Too many trade 
magazines still adhere to a cover ap- 
proach that satisfied the founders 
when the century was in its teens. 
Such an approach, especially in in- 
dustries where there are competing 
business publications, ought to be de- 
cently interred and the plate hand- 
somely framed and hung, respect- 
fully but with finality, on the wall 
of the publisher’s office. 

The field for changes in cover de- 
sign is wide open. Color (which ones, 
how many), photography, paintings, 
art pieces related to the particular 
industry, abstract design, typog- 
raphy alone—letterpress or offset— 
paper stock, bleeds —all these are 
considerations that must be faced 
and decided upon by the graphic 
artist working closely with the editor 
and publisher. All their decisions 
must be based on the ultimate cri- 
terion of what graphic design best 
serves the particular nature and pur- 
pose of the individual magazine. 

This does not mean that a maga- 
zine in the business-finance field, for 
example, has to insist on the sobriety 
and dignity of the industry it serves 
by adopting a cover notable only for 
an overpowering dullness. Dignity 
must never be equated with stodgi- 
ness. A reproduction of a Franz Hals, 
even in black and white, is by any 
standard more dignified in essence 
than the bleak self-effacement of a 
routine type job. And, most impor- 
tantly, the more inspired cover will 
result in a more widely read, distrib- 
uted and displayed magazine. 

But the cover must be appropriate 
to the magazine. It would be wrong 
for that same business-finance book 
to take a stroll down memory lane, 








with a cheesecake cover on each 


issue. 


3. Editorial layout. 

The pages of too many business 
magazines present their readers with 
the prospect of reading a full-length 
novel on each page. Page formats in- 
undated with type, type-sizes and 
line-spacing designed, it would 
seem, for the vision of a Kentucky 
hills hunter on a bright October day, 
carry-overs pushed to a _nerve- 
wracking extreme and requiring the 
best effort of a hyperthyroid Hawk- 
shaw to follow—all these are faults 
that are altogether too common. 

Fortunately, they are faults that 
can be remedied with a minimum of 
upheaval. All it takes is an owner- 
ship with an open mind (and a desire 
to improve its competitive position) 
and the seeing eye, practical knowl- 
edge and creative talent of a graphic 
artist. Some of the most glaring 
faults can be corrected easily, speed- 
ily, economically. Pages broken up 
with photographs, or with larger 
photographs than are used at pres- 
ent, a few drawings, some hand-let- 
tered heads judiciously and skilfully 
employed, such devices can quickly 
achieve for a magazine the individ- 
uality and readability it has to have 
for its greatest success. 

Broadcasting magazine, for in- 
stance, along with other design 
changes did away with carry-overs. 
That one, comparatively simple 
change produced a tremendous vol- 
ume of congratulatory mail from 
contented subscribers. The gist of 
most of the mail was that now, more 
than ever, the subscribers were 
readers. It goes without saying that 
a magazine which attracts mere 
skimming is not a magazine calcu- 
lated to retain, let alone expand, the 
size of its circulation. 


4. Typography. 

Again, too many business maga- 
zines persist in typographical prac- 
tices which instantly proclaim the 
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hone for you... 


In just a few short years, AMSTERDAM CONTINENTAL 
has introduced to discerning artists and typographers 
a wide selection of distinctive, USEFUL and readily available 
types from the foremost European foundries. 
Here are a few: 
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TODAY’S 
BEST 
techniques, 
ideas— 
and how to 
USE them 


ADVERTISING 
LAYOUT 


NEW. Shows how top advertising artists cre- 
ate successful, result-getting layouts. Up-to- 
the-minute ideas and approaches for newspa- 
per, magazine, direct mail, poster, and TV lay- 
outs. Clear, concise instructions—from basic 
rules to ‘high fashion’ technique—supple- 
mented with 100 finished and rough layouts 


Ae ar | 
LONGYEAR 





by leading professionals. Includes explanatory 
marginal sketches. Over 200 illustrations; 4 


ee $6.50 


pages in color. 10” x 125%”. 


e@ “Of equal value with the text are illustra- 
tions and comment upon them; and the rec- 
ognition of individual artists. A beautiful, 
instructive and stimulating book.” 


—PRINTER’S INK 


Through your bookstore or address Dept. AR-1 


THE RONALD PRESS COMPANY 
15 East 26th St., New York 10 
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Save 40 minutes o day 


specifying type.... 
Transparent overlay alphabets—389 of them—enable 
you to save 40 minutes daily, or more. Exc usive in 
this new 8th edition, useful and practical type book 
Only in this type book will you find 155 type styles 
PRINTED IN REVERSE, in small sizes. You can 
choose aclean reverse type in six seconds, with the help | 
of this page. Also locate any type in this WORLD'S 
HANDIEST TYPE BOOK 8th edition 
Send postal for free informat.on 


F.H. Bartz, 18 W. Kinzie St., Chicago 10 | 
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Why it pays 


TO HAVE IT SET? | 


A HANDY PAMPHLET of before-and- 
after ads to take out with you when 
JAY P making thatcall. It’s yours if asked. 


WALK advertising typography 


11 E. HUBBARD, CHICAGO 11 @© MOhawk 4-6134 
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If YOU Are in any 
of these fields... 


Paper 
Printing and Binding 
Premiums, Prizes, 

and Specialties 
Shows and Exhibits 
Typography and Layout 
Labeling and Packaging 
Radio and TV Production 


Signs and Identification 
Materials 

Audio and Visual Aids 

Direct Advertising 

Art and Photography 

Photoengraving and 
Platemaking 

Window and Store Displays 


Your advertising belongs in 
Advertising 
Requirements 





68 ¢* ar * October 1954 


year of their founding and not, as 
typography should, the fact that the 
magazine is up-to-date and eminent- 
ly readable. An attractive body style, 
consistently used, and a few careful- 
ly selected type heads are all that is 
needed to add immeasurably to the 
visual presentation. 

The fact is that typographical de- 
sign in itself, without any other sup- 
port, can solve successfully many of 
the design problems confronting 
business magazines. 

A word of warning: in a situation 
where a book is printed by an out- 
side plant, make sure, before final 
decisions are made, that the printer 
or typographer is consulted about 
the availability of types — whether 
machine or hand set — and about the 
condition of complete fonts. 


ship to the editorial content and to 
the over-all function and character of 
the magazine. Decoration for the 
sake of decoration may prove dis- 
tracting and damaging. 


Diagrammatic charts should be 
used where they can serve a real, 
illustrative and informative purpose. 
Such charts should be physically de- 
signed so that the reader may quick- 
ly make the evaluation which the 
writer wants to communicate. The 
fact that the charts also serve to 
break up pages attractively is ob- 
vious. 

Techniques based on line and wash 
illustration can be used in an unlim- 
ited variety of layouts to achieve a 
distinctive and inviting effect. 

Photograms, three -dimensional 
setups, collage, montage—the possi- 
bilities are numberless. The objec- 
tive is editorial pertinence and clari- 
fication, plus vigorous, new decora- 
tive values. 


5. Art and photography. 

This is the area in which the busi- 
ness magazine can achieve for itself 
the greatest individuality and most 
striking, attention-holding style. In 
every instance, however, even where 
there may be an opulent budget, 
there must be this restriction: every- 
thing must have a logical relation- 


The sure result is a revivified mag- 
azine, with a firmer grasp on the 
interest of its readers. 

Run, do not walk, to your nearest 
graphic artist. 44 
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ATF Announces e Dom Bold... This companion type 
was developed to go with Dom Cas- 
ual, ATF’s “best seller” in 1953. Like 
its stablemate, Dom Bold has a casual 
appearance, but has added weight 
for extra emphasis. 


New Typefaces 


Three new typefaces have been 
added to the American Type Foun- 
der’s line of foundry types, and an 
old style which is coming back into 
popularity has been revived. 

While details concerning the faces 
have been previously available, ATF 
has just produced a special folder 
describing them. The faces include: 


e Franklin Gothic Wide . . . Capital- 
izing on the current popularity of 
extended sans-serif faces, ATF has 
extended its popular Franklin Gothic 
Wide series to include 6, 8, 10 and 12 
pt. sizes. 


e@ Brody .. . This face was designed 
to make available in type a much 
used, popular style of free-hand dis- 
play lettering. The characteristic, 
brushy contours of the letters have 
been preserved. Brody is cast on a 
regular square body, eliminating The folder displaying these faces 
fragile kerns common on many sim- is available from ATF. 


| ae ° For your copy circle No 5S on the 
ilar ty pes. Reader’s Service Card inside back cover 


@ Steelplate Gothic Bold . . . Thirty 
and 36 pt. sizes of this old-time face 
have been revived to provide a com- 
panion face for the Copperplate 
Gothics, which are riding the wave 
of popularity for wide faces. 


Brody looks like genuine hand-Lettering 
Dom Bold is more forceful than Dom Casual 
Franklin Gothic Wide adds versatility 


STEELPLATE GOTHIC BOLD, 


COMPANION FOR COPPERPLATE GOTHICS 








HOW TO GET THE 


MOST BENEFIT 


FROM 


AR presents Part Il of a guide for 
exhibit personnel developed by 
Edmund D. Kennedy, advertising 
& sales promotion manager of 


Monsanto Chemical Co.’s plastics 
division. 


The following material was di- 
gested from a manual entitled, “How 
to Get the Most Benefit from Mon- 
santo Trade Shows.” It was compiled 
by Edmund D. Kennedy from the 
experiences of Monsanto personnel 
assigned to trade show exhibits. 
While intended primarily for use by 
Monsanto representatives, the man- 
ual provides helpful information for 
anyone involved in trade show ex- 
hibits. 

The first section, “Do’s & Don’ts in 
the Booth,” appeared in the Septem- 
ber AR. 


> Before the show 


1. You will get a better show if you 
allow your advertising department 
plenty of time for planning and ex- 
ecution. 


2. Get your ideas in early so they 
can be built right into the show plan. 
Effectiveness is lost if you try to add 
features after the basic show plan 
is crystallized. 


3. When samples are required, ev- 
eryone will benefit if they are gath- 





ered in plenty of time to be handled 
and selected carefully. 


4. In selecting samples, be careful 
to choose them as a means of illus- 
trating a point, rather than including 
them because a customer requests 
their inclusion. An exhibit can be- 
come a hodgepodge of miscellaneous 
samples that do not get across any 
message to the show audience if we 
just dump in everything that comes 
along. 

Ask yourself these check ques- 
tions: 
e Will the sample tell a story? 

























































e Will it be of interest to the show 
audience? 

e Will it aid in making a good com- 
pany impression on the audience? 


5. One more point on samples: Be- 
ware of blanket requests to salesmen 
or customers in order to avoid the 
disappointment of not being able to 
use the particular customer’s sam- 
ples in the show. 


6. The men building trade show ex- 
hibits want every idea they can get 
to make the exhibit more effective 
for the company. However, the ideas 
are only useful when they can be 
worked into the general plan and are 
submitted early enough to really be 
used. Do give us ideas and do give 
them early, but don’t save them for 
Monday morning quarterbacking 
after the exhibit has been set up. 


7. Look upon shows as an oppor- 
tunity to make contacts with indirect 
customers and potential customers— 
to make a large number of smoke- 
stack calls in a limited period of time, 
and at a time when these people are 
receptive to hearing your story. 


> Hotel arrangements . . . Nearly all 
shows and conventions involve hotel 
arrangements and many of them re- 
quire entertainment arrangements. 
Here are some pointers to be con- 
sidered for added benefits: 


8. Early decisions guard against 
disappointment on hotel reservations. 
The first decision is to determine the 
number of men from the company— 
from your department or district— 
who will be attending, when they 
will attend and how long they will 
be staying. If the actual names can 
be determined early, so much the 
better, but if not, make a firm de- 
cision as to how many and how long. 
Actual names can be decided upon 
later. 
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> Entertainment arrangements 


9. There is a growing movement 
among large companies to look very 
carefully at entertainment arrange- 
ments and to gauge their value with 
a critical eye. Some companies have 
discontinued the traditional enter- 
tainment suite entirely. Individual 
decisions, of course, must be made 
on this point in connection with each 
individual show. 

If the decision is to entertain, it is 
always desirable to make the deci- 
sion in advance wherever possible, 
making certain the right people are 
invited to the suite and that their 
attendance is promoted by advance 
letters, phone calls, personal visits 
and invitations from salesmen. If you 
really want them to attend, one 
casual invitation is generally not 
enough. It takes a letter and a re- 
minder later to be reasonably sure 
they will attend. 

The best way to invite customers 
to the suite is to bring them over 
yourself wherever you can. 


10. If you are the host, double 
check on the arrangements with the 
hotel. Sadly, I must comment that 
two out of five times the hotel will 
fall down unless they are double- 
checked. Here are some points to 
watch for: 

e Arrangements made at one time 
(in the morning for an evening cock- 
tail party, for example) are often 
carried out by completely different 
crews than those with whom the ar- 
rangements were originally made. 
You may find that the man who as- 
sured you in the morning, “Don’t 
worry about a thing, everything will 
be cared for,” went home at five 
o'clock when you check to find out 
why the party fixings are not being 
delivered to the suite and the night 
crew didn’t receive instructions on 
this point. 

e Green, as in dollar bills, is the 
favorite color of the maitre d’hotel 
and his crew, and tipping is an evil 
that we must live with. Discuss 
gratuities when making arrange- 
ments. Generally it is best to include 
the substantial part of the gratuity 
on the bill. Surprisingly enough, if 
you make this arrangement in ad- 
vance waiters will be satisfied with a 
lesser amount than if you hand them 
a piece of cash when the party is 
over and the host is trying to settle 
the bill, etc., make arrangements to 
take a customer to dinner, etc.—all 
at one time. 

I have often found it quite effec- 
tive to make a contribution at a 
large party, about $5, to the maitre 
d’hotel handling the arrangements 
before the party. Money in advance 
seems to produce twice the results 
as the same amount given after. 
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Animated Display . . 


. Making its first appearance at the Super Market Convention 


in Cleveland late in May, Van Camp Sea Food Co.’s new animated display for Chicken 
of the Sea Tuna and Frozen Tuna Pie is being used in cross-country tours on behalf of 
the product. A life-size manikin of the blond mermaid trademark waves her wand as 
tuna swim upward past the porthole, while the huge Chicken of the Sea can at the right 
revolves. The wings of the display feature sample packages of all Chicken of the Sea 
products as well as examples of the company’s advertising. Brisacher, Wheeler & Staff 


(San Francisco) is the advertising agency. 


CCCEOCOOREEEEUREORRCEEOERCEECECREGEEESEROCORGOEOROCEERRERERERECOEREERCECOEEORCCECCRORRCRROEGCREERECECOZORECRECECOECORSREECCRERROCEOCRRERCRCO CECTEORROHRORGCOROEEFERE) 


e It has been our experience in 
arranging cocktail parties that, in 
most cases, it is preferable to make 
arrangements by the drink rather 
than by the bottle. It is easier to 
check and reduces the temptation of 
the bartenders to load the drink as 
is often done when the host has 
made arrangements by the bottle. 

e In handling hotel charges for en- 
tertainment, it is always desirable to 
have a detailed bill sent to you at 
your office address for careful check- 
ing. This is always more desirable 
than paying on the spot. Because of 
the confusion attendant at a party 
of this kind it is much more difficult 
to check up to see whether a grand 
piano or four gallons of Napoleon 
brandy or some other errors, have 
been included on the bill. 

e When entertainment is to be con- 
tinued for long periods, all day or 
over a period of a week, it is desir- 
able and most high-class hotels will 
do it as a matter of course, to have 
checks signed every few hours with 
an accumulative total. This provides 
a constant check on how expenses 
are going and is certainly better than 
being hit over the head with a 
larger-than-expected bill at the end 
of the entertainment period. 


> Hotel rooms 


11. Single vs. double rooms 
Some men prefer single rooms, but 
often such arrangements are not 
feasible. In most cases, large attend- 
ance at shows and conventions tax 
the hotel accommodations to such an 
extent that every double room must 
be occupied by two people. Don’t be 
disappointed then if you have to 
double up. If the other fellow snores, 
try wearing earmuffs to bed. 


12. Another thing about hotel rooms 

how lucky you are if you are able 
to arrive, without extra expense, the 
night before the rush starts instead 
of the morning the show opens. The 
night before all is serene and you are 
whisked up to your room without 
delay. The next morning, there is a 
line a block long and when you 
finally get to the registration desk 
the clerk says, “This is your room 
number, but you can’t get in until 
four o'clock this afternoon. Just 
leave your bags in the checkroom. 
Front, boy, next!” 

No use getting your temperature 
up—nothing can be done about it. It 
is not practical either to have some- 
one register for you in advance. 
Very few hotels will accept registra- 
tion by anyone except the individual 
to occupy the room. 


13. If you have been advised by the 


individual making the hotel ar- 
rangements that you have a room 
assigned to you on a certain day, 
999 times out of 1,000 you will find 
that this is true, even if the hotel 
clerk says he has never heard of 
you, does not have your registration, 
does not have your name on the list 
and all the other frustrating things 
a hotel clerk can tell you. Chances 
are good that your room is there if 
the hotel clerk will just look care- 
fully enough. 

You can always depend on a lot of 
crowding and confusion during show 
times and every once in a while 
records are fouled up. In cases where 
you expect you might be doubling 
up with another man, ask the clerk 
to check under that name or ask him 
to check under your company’s 
name. 44 





SEPTEMBER 


20-23 Premium Advertising Assn. of Amer- 
ica—New York Premium Show- 
Hotel Astor—New York City 

22-25 Nat’l Assn. of Photo-Lithographers— 
22nd annual convention and ex- 
hibit—Hotel Statler—New York 

22-25 Intl. Typographic Composition Assn 
—annual convention—Hotel La- 
Salle—Chicago 

26-29 Life Insurance Advertisers Assn 
Sheraton-Gibson Hote l—Cincin- 
nati 

26-29 American Assn. of Advertising Agen- 
cies—Pacific Coast Council—Hotel 
Del Coronado—Coronado, Cal. 

28-30 Nat’! Industrial Packaging G Mate- 
rials Handling Exposition—Chicago 
Coliseum—Chicago 


OCTOBER 


4-6 Marketing Division of American 
Management Assn.—Conrad Hil- 
ton—Chicago 

5-9 Photographic Society of America 
Chicago 

9-12 Mail Advertising Service Assn.—Ho- 
tel Statler—Boston 

11-13 American Photoengravers Assn.— 
Hotel Jefferson—St. Louis 

13-15 Direct Mail Advertising Assn.—Hotel 
Statler—Boston 

18-19 Natl. Newspaper Promotion Assn.— 
Western Regional Clinic— Hotel 
Westward Ho—Phoenix 

21-22 Audit Bureau of Circulations—40th 
annual meeting— Drake Hotel — 
Chicago 

28-29 Natl. Conference of Business Paper 
Editors—Hotel Statler —Washing- 
ton 

28-30 Advertising Typographers Assn. of 
America |nc.—Miami Beach, Fla 

28-Nov. 1 Inti. Assn. of Electrotypers & Stereo 
typers— annual convention— The 
Greenbrier—White Sulphur 
Springs, W. Va 

30-Nov. 2 Screen Process Printing Assn An- 
nual Convention—Hotel jefferson 
—St. Louis 


NOVEMBER 


7-11 Outdoor Advertising Assn. of Amer 
ica Inc.—Commodore Hotel—New 
York City 

8-10 Assn. of National Advertisers, annual 
meeting—Hotel Plaza—New York 
City 


Complete Service Offered 
For Conventions, Shows 


Need a “Convention Queen,” a 
mayor’s proclamation, even a parade 
for your convention or trade show? 
The Sheldon Heiman Inc. Conven- 
tion Service will provide these and 
other services for conventions in 
numerous cities throughout the U. S. 

Primary emphasis of the service 
is on publicity programs and Shel- 
don Heiman is prepared to provide 
local, regional or national newspa- 
per coverage, as well as coverage in 
trade and consumer journals and a 
complete set of clippings after the 
convention is over. 

Other services include free tickets 
for radio and tv programs, free tours, 
a map of the city and addresses and 
telephone numbers of churches, 
hotels, restaurants, etc. Complete in- 
formation and prices may be had by 
writing Sheldon Heiman Inc., Con- 
vention Service, 32 W. Randolph St., 
Chicago 1. 44 


Adapt Building Material 
For Display Purposes 


Plexolite, known to the building in- 
dustry in such applications as patio 
roofs, partitions, skylights, etc., has 
been adapted for display use by the 





Plexolite Display . . . Southern California 
Gas Co. has adapted Plexolite, a building 
material, as panels for a display alcove. 


Southern California Gas Co. (Los 
Angeles). 


The company used two Plexolite 
panels to create a display alcove. The 
panels, which are available in flat and 
corrugated sheets, are flexible and 
may be used flat or curved. Made of 
glass fiber reinforced polyester resin, 
they are shatterproof and yet may be 
nailed, sawed or drilled with ordinary 
tools. 

Plexolite comes in 12 different bril- 
liant and pastel colors. Color cards 
and complete information can be ob- 
tained from Plexolite Distributing 
Co. (Los Angeles). 


For your copy circle No. 716 on the 
Reader’s Service Card inside back cover. 





Here's how a huge Display job was placed competitively— 


Advertising Trades Institute, 3rd Ad- 
vertising Essentials Show Hotel 


Biltmore—New York City 


rinting Industry of America an 


nual convention—Hotel Statler 
Detroit 


Advertising Essentials Show 


New York’s popular Advertising 
Essentials Show will go into its third 
“edition” on Nov. 15-17 at Hotel Bilt- 
more. The show is sponsored by Ad- 
vertising Trades Institute Inc. 

Over 12,000 admen are expected to 
attend the three-day exposition, 
which will occupy the Biltmore Grand 
Ballroom and adjacent ballrooms. 
According to Thomas B. Nobel, ATI 
chairman, over 50% of the booth 
space has already been signed for 
by previous exhibitors and full capac- 
ity of 130 exhibitors is anticipated. 

Additional details and tickets for 
the show are available. 


For your copy circle No. 717 on the 
Reader’s Service Card inside back cover 





on merit. The State of Illinois had a specific budget for the 
task of dramatically telling a million taxpaying State Fair 
visitors what 15 State Departments were doing. The primary 
concern was to get the most exhibit interest for the money. 
And on that basis, the job went to CAPEX Prefabs. 


With CAPEX Prefab construction, most of the budget went 
into visible Display features—not into unseen framework. 
heavy crates, or extra shipping, handling and installation 
costs. The State of Hlinois bought mostly interest and im- 
pact—not lumber and labor. , 


CAPEX highlighted the exhibits with bold-spirited design, 
and added an eye-catching exposition flavor throughout 
with their new “Continental” theme in gay colors. (You'll 
soon see “Continental” features among the wide selection 


of basic CAPEX designs). 


Put your next Display order on this “competitive” basis: 
first, original cost—then, how much selling atmosphere you 
get for your money. Figure in the ease of handling—the cut 
in shipping and labor costs and set-up. knock-down time at 
shows—and you'll know why more than 1000 leading firms 
have ordered and reordered CAPEX Prefabs. A look around 
at any major show will prove that you'll be in good company 


with a CAPEN! 


%& SEND FOR PICTURES OF THE FAIR DISPLAYS— AND FOR IDEA- 
STARTING DISPLAY UNIT PORTFOLIO (LETTERHEAD, PLEASE) 


CAPEX COMPANY, INC, 6:5 souty Boulevard, EVANSTON, ILLINOIS 


.. . for more details circle 780, page 111 
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this ad wasn’t written— 
it happened! 
[tie ot 


if your company uses any direct mail, 
these facts deserve your attention 


In three succinct statements, here is indisputable evidence that a letter 
mass-produced by the exclusive James Gray Executive Type process cannot be 
distinguished from an individually typed letter: — 


-_— 1. From the Assistant Postmaster General, Washington, D. C., a letter 

recently received by the Postmaster, New York, New York, questioned 
the mailing at third class rates of certain James Gray Executive Type letters 
described as “produced one letter at a time, as in the case of matter written 
by hand or on the ordinary typewriter.” 


—_ 2. The Office of the Postmaster, New York, New York, took steps to 

collect the difference assumed to be due on these Executive Type letters 
mailed at economical third class rates but, supposedly, “subject to 3¢ each, 
at the first class letter rate, on account of being typewritten.” 


—_— 3. James Gray Inc. proved, to the full satisfaction of the Post Office, 
that these letters were not individually typewritten but were printed letters 
produced by the exclusive James Gray Executive Type process... by the 


thousands ...and were in complete compliance with postal regulations for 
third class mail. 


You can achieve the double economy of mass-produced sales letters mailed 
at third class postage rates by using the Executive Type process, developed 
as an exclusive service of James Gray Inc., and still benefit thru the increased 
pulling power of a personalized mailing piece that cannot be distinguished 
from costly, individually typed letters. 


6m ST ae 


216 East 45th Street 
New York 17, New York 
MUrray Hill 2-9000 








TAKE THIS SIMPLE STEP to 
learn how you can make the best 
use of the Executive Type process: 
simply mail this coupon for the 
portfolio, “Evidence,” that contains 
actual examples of the James Gray 


James Gray Inc. Dept. E 
216 E. 45th St., New York 17, N. Y. 


I’D LIKE TO SEE FOR MYSELF -—please send me, 
without obligating me in any way, your “Evidence” 
portfolio with examples of the Executive Type letter. 





Executive Type letter. 
, NAME 
TITLE 
COMPANY . . for more details circle 810, page 111 
ADDRESS 








COTY ene SOME ..... STATE 








Original & Miniatures . . 


Rodney Hunt was able to use its classy English language cata- 
log (left) for overseas markets by producing two inexpensive 4 /sx5 Ya"’ 


supplements in 


Spanish (upper right) and Portuguese (lower right) 


foreign Supolemen 


Solve a Cata 


By Ralph Sadler 
John Mather Lupton Co. Inc 
New York 

Marketing in countries outside our 
own is, I believe, as much an exercise 
of good manners as of good sales 
methods, or of product quality and 
engineering techniques. 

I am anything but an expert in in- 
ternational relations. It simply seems 
to me that if someone from another 
country —I dislike the word, “for- 
eign’ —were trying to sell me some- 
thing, or persuade me to share a 
point of view, I should learn more 
from him if he spoke in a language 
I understand perfectly. This is the 
primary purpose in using a transla- 
tion to reach an export market. 

In the technical or industrial field 
there are at least three further valid 


reasons for using the language of the 
prospective buyer: 


1. Let us assume that in selling a 
complex and costly piece of capital 
goods equipment the president of a 
company must be consulted. He may 
know English, as it is a common 
“second language” throughout the 
world. Yet he will rarely know it so 
thoroughly as a well-educated 
American or Englishman. 


2. However great his facility in 
spoken English, his knowledge of 
written language will usually be su- 
perior in his own tongue. This is 
especially the case if we are using 
technical language or the jargon of 
a trade or industry. In this area the 
skilled translator and the original 
writer must discuss many points to 


DIRECT ADVERTISING 


Rodney Hunt Machine Co. had 
a problem common among firms 
doing business in foreign coun- 
tries—how to extend their Eng- 
lish language catalog to reach 
foreign language markets. The 
answer was a set of page-by- 
page translations in supple- 


mentary booklets. 


ts 
log Problem 


be certain that no ludicrous mis- 
interpretations occur in the process 
of translation. 


3. Finally, it must be remembered 
that in the purchase of costly equip- 
ment, numerous people in addition 
to the head of the business are likely 
to be involved. Some of these may 
speak and read only their own lan- 
guage. This emphasizes the impor- 
tance of translating a catalog so it 
can be passed “down the line” and 
convey the same information to all. 


> These are some of the considera- 
tions which affected the thinking of 
our client, Rodney Hunt Machine 
Co. (Orange, Mass.), in preparing 
its catalog of continuous peroxide 
bleaching ranges. Hunt manufac- 
tures, among other products, a line 
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Did you 
receive 
your 
Income 
Tax Form? 


No doubt you did and wish it was all 
over and forgotten. 


So do we! 


You may have noticed that the Tax 
Form booklet was a self-mailer, sealed 
with a gummed paper seal. 


This simple little seal saved about 
$352,000 of your tax money because it 
eliminated the cost of envelopes and the 
subsequent costs of inserting the booklets 


and tucking the envelope flaps. 


The seals were affixed automatically at 
the rate of more than 12,000 per hour 
resulting in an additional saving of 
about 81% of the man hours previously 
required to do the job. 


If you have a booklet mailing of any size 
up to 914 x 13 and up to \% inch thick, 
or one that can be folded to that size for 
mailing, why not design it as a sealed self 
mailer? Figure out the time and dollar 
savings yourself! They may pay part of 
your 1954 income tax. 


For further information and free illus- 


trated booklet which shows how sealed 
self-mailers can help you, write today! ’ 


SEALO-MATIC 


RCO Ore murals 


50-A East Wesley St. 
South Hackensack, N. J. 


Exclusive users in 


the New York area: 


Automatic Sealing Service 


115 Christopher St., N.Y.C. 
ELSE NONE TEE REPRO - Ns The ERE NRE ARREST WRI 


. for more details circle 869, page 111 
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of textile wet finishing machinery of 
which continuous bleaching ranges 
are an important part. 

Hunt’s basic bleaching range cata- 
log in English is richly done in two 
colors. It is well-illustrated with 
halftones of equipment and line 
drawings of suggested plant layouts 
to indicate how the big equipment 
can be disposed in various ways to 
accommodate itself to available 
space. 

The English language catalog has 
24 pages plus covers, with one 
fold-out leaf providing two addi- 
tional pages of space for the numer- 
ous plant layout drawings. This was 
necessarily a very expensive catalog 
but fully justified by the cost of the 
equipment described and the large 
market potential in this country. 


>A considerable sales potential ex- 
ists also in Spain and the Spanish- 
speaking countries of Latin America, 
and in Brazil, where Portuguese is 
the language. The potential, unfor- 
tunately, is not so great as to war- 
rant duplication of the original cata- 
log in the other two languages. 

This presented a problem rela- 
tively common to firms with an ex- 
port market. Several expedients were 
considered before we finally settled 
on a definite solution. 


> What we did was to produce two 
4¥x5'4” replicas—one in Spanish 
and the other in Portuguese. These 
black and white miniatures consist 
of 32 pages without foldout. 

Each of the pages of the transla- 
tions was handled in the following 
manner: 

e The original page was reproduced 
as a 15/16x134” illustration in the 
upper right corner. 

e All the type that appeared in Eng- 
lish on the reproduced page was 
printed on the translation page, ad- 
jacent to the reproduction, in Span- 
ish or in Portuguese. 

e No attempt was made to duplicate 
typography except to separate heads 
and text as they were in the original. 
e Folios in the translations naturally 
correspond with those in the original. 
@ On the front page of each trans- 
lation appears the following para- 
graph in the appropriate language: 

For your convenience and for the 
convenience of other persons who 
may wish to read this brochure, we 
have prepared in Spanish (Portu- 
guese) this small facsimile of our 
catalog No. 103. It is put into a form 
corresponding perfectly, page by 
page, with the text of the catalog in 
English. 


>The foldout presented a_ special 
problem. The pages of the foldout 
contained somewhat intricate draw- 


ings of equipment layouts. In the 
original catalog, the various pieces 
of equipment were identified by 
printing the identification within the 
area drawn to indicate each machine. 

To simplify identification, the lay- 
outs were reproduced in slightly 
larger size than the regular page re- 
productions. The English type was 
retained, but spot letters (A, B, C, 
etc.) were added and the type on the 
drawings was translated and printed 
on the page adjacent to the drawings 
with letters corresponding to those 
on the drawings. 

In answering inquiries from Spain 
or Latin America, or in addressing 
prospects in these countries, Hunt 
sends the English catalog with the 
appropriate translation clipped to 
the cover. Thus the overseas pros- 
pect gets the impact of the original, 
costly English catalog, with the sales 
message translated in terms he can 
readily understand. 44 


Direct Advertising 
Explained in Booklet 


Direct advertising—what it is, what 
it is not, how and where it can be 
used most effectively, etc.—is ex- 
plained in detail in a new 20-page 
booklet just issued by Dickie-Ray- 
mond (Boston). 

The impressive 812x11”, well-illus- 
trated booklet answers many impor- 
tant questions concerning the use of 
direct advertising to meet today’s 
selling problems. It outlines the di- 
mensions of this medium and pre- 
sents examples of outstanding direct 
advertising campaigns. 

In addition to its over-all discus- 
sion of direct advertising, the booklet 
tells the story of the unusual Dickie- 
Raymond operation. Says the copy: 
“Dickie-Raymond offers experienced 
professional counsel and service in 
direct advertising and sales promo- 
tion—from the broad study and plan- 
ning stages through to the produc- 
tion of finished material. 

“We plan, write, design and pro- 
duce any material that is designed 
to educate, sell or influence selective 
markets or groups of people. This 
means letters, booklets, folders, pam- 
phlets, catalogs, house organs, man- 
uals, reports, contests, surveys and 
research material. It means furnish- 
ing sales leads and support for sales- 
men, promotional material for new 
and established products and serv- 
ices, market research by mail, public 
and employe relations, cultivation of 
dealers and wholesalers.” 

Dickie-Raymond services are gen- 
erally used as a supplement to regu- 
lar advertising agency services. 


For your copy circle No. 718 on the 


Reader's Service Card inside back cover. 





Ponton Offers Complete 
List o' Trades Booklet 


More than 12,000 categories of 
possible business prospects are listed 
in the new 1954 edition of “List o’ 
Trades,” now available from W. S. 
Ponton Inc. (New York). 

A partial list of the table of con- 
tents includes Postal Laws and Reg- 
ulations in force as of January 1954; 
opinion leaders of the nation—100,000 
top names; wealthy men and women 
in the principal cities of the U. S.; 
business executives according to 
estimated income, complete state 
counts; Central and South American 
and U. S. Possessions mailing lists, 
etc. 

Subtitled “An Alphabetical List of 
the Principal Trades and Professions 
in the United States,” the book also 
includes complete information on the 
numerous W. S. Ponton services, in- 
cluding special lists according to a 
client’s business, territory and pros- 
pects, and a complete list of the com- 
pany’s listings from Abattoir Equip- 
ment Manufacturers to Zoological 
Gardens. 


For your copy circle No. 719 on the 
Reader's Service Card inside back cover 


Time-Saving Stencil 
Is Cut While Typing 


A new time-saving stencil that is 
prepared by typewriter while typing 
normal shipping instructions is de- 
scribed in an illustrated booklet by 
Weber Label & Marking Systerns, 
Division of Weber Addressing Ma- 
chine Co. (Mt. Prospect, IIl.). 

Called the Tab-On Stencil, the 
new device has an adhesive strip 
across the top which is used to affix 
it to an invoice, bill of lading or 
shipping order directly over the 
“ship-to” area. A carbon backing on 
the stencil imprints typewritten copy 
on the shipping instructions at the 
same time the stencil is being cut. 
The stencil then is attached to the 
copy of the paper work giving com- 
plete shipping instructions and sent 
to the shipping department. 

Tab-On stencils are available in 
two sizes—a 2x4” stencil with a print- 
ing area of 1x34”, which takes five 
lines of pica typing 314” long, and a 
3x4” stencil with a printing area 
134x314", which takes nine lines of 
pica typing 314” long. The stencils 
are priced at less than 2¢ each for 
either size. 

Weber also has two new hand 
printers for use with the stencils. 

A free, illustrated booklet describ- 
ing the Weber Tab-On stencils and 
the hand printers is available. 


For your copy circle No. 72 on the 
Reader’s Service Card inside back cover 











£ mt 5. 
VISUALIZING 
and LAYOUT 
TRACING PAD 


S 


artists white layout and visualizing 


RCRA LEE 


Cece RA eT 


advertising and commercial artists 


Commercial Artists need no longer be limited. NOW 8 of the finest 


layout and visualizing papers are 


direct copy reproduction. Ex 
the results. 


available, all are exceptional for cleat 
mine each pad. You'll be delighted with 
@ Dalton, the finest paper in layout and visuals. 100% rag, 


brillant whiteness, metallic snap and strength make the Dalton the finest 
available for layout. [ The ad-art, the most widely accepted paper, rec 


ognized by its fine tooth, b: 


lliant whiteness and economy. § art vel, an 


exceptional velluni-type paper, receptive to any drawing media. Medium 


and heavy weight. 


SEND YOUR CATALOG 


AND 1°' CLASS LETTER 
TOGETHER IN 


Dae 


Wee a ated: 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices ... No obligation! 


ONVELOPE CORPORATION 
3026 FRANKLIN BLVD., CHICAGO 12, ILL. 


. . . for more details circle 812, page 111 





Write for free 4” x 6" sample pads. 
bienfang paper company, inc. 


metuchen, new jersey 


... for more details circle 849, page 111 





JUST ASK FOR MARIE.. 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addressographing, 
addressing, multigraphing, fill-in on 
multigraphed letters and planographing 


Marie keeps your Mailing List up-to- 
date too and frees you from all the 
detail work. 


Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


ie LMC 0 Stop i 


431 S. Dearborn St. + Chicago 5, Illinois 


. for more details circle 834, page 111 
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By Bert Enos 
AR Associate Editor 


Occidental Life Insurance Co. of 
California used five steps to parlay 
a public relations idea into a promo- 
tion that will continue for a long 
time to come. 

The company: 


1, Discovered a need. 


2. Took great pains to produce the 
best possible answer to that need. 


3. Tested the solution thoroughly to 


rae 
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arrive at a workable merchandising 
program. 


4. Kicked off a long-range merchan- 
dising program that avoided com- 
mercialism or sales baiting. 


5. Stepped up its merchandising 
program aggressively as opportuni- 
ties arose. 


> Discovery ... While it had never 
produced a purely public relations 
booklet, Occidental’s advertising and 
public relations department had long 
experience with books, pamphlets 
and other literature directed toward 
helping its agents make a sale. 

The need for a public relations type 


Tel ow 


WONDER /F 
TRUST MYGELE? 





Occidental Booklet 
Wins Friends and 


Influences Editors 


of booklet was discovered as the 
company’s ad and p.r. departments 
worked with newspaper editors to 
get placement for publicity releases. 
Over and over again these editors 
complained that they were depend- 
ent for about 30% of their news on 
“amateur reporters” —the publicity 
chairmen of the thousand and one 
organizations that make up the warp 
and woof of American community 
and civic life. 

Furthermore, said the editors, 
these “amateur reporters,’ anxious 
as they might be to do a good job, in 
most cases have had no journalistic 
training and know little or nothing 
about the workings of a newspaper 
or the operations of the city and 
society editors with whom they deal. 

Here was Occidental’s opportunity, 
for the company realized that if it 

















could fill this need it would be 
cementing relations not only with 
those important people in any p.r. 
program—the local newspaper edi- 
tors—but also with the community 
leaders, the people of influence who 
are engaged in the community’s 
civic, charitable, religious and lodge 
activities. 


> Solution .. . The answer was found 
in a booklet, “So, You’ve Been 
Elected Publicity Chairman!” That 
the answer was a good one is seen 
in the fact that production figures 
have zoomed from an initial print- 
ing of 10,000 just a few months ago 
to the current figure of 110,000. 

The book is 24 pages, 54x81”, 
with lively black and white cartoon- 
type illustrations—one to a page. In- 
side the front cover, space is pro- 
vided for listing names, addresses, 
telephone numbers, publication 
dates, deadlines, and names of news 
and society editors of local news- 
papers. 

An example of the type of mate- 
rial included in the booklet is a 
checklist of don’ts that appears in 
the summary: 

e Don’t try to disguise advertising 
as news. Nothing will get you in 
trouble with the editor faster than 
giving him a story that belongs in 
the advertising columns. 

e Don't color the facts. Superlatives, 
exaggerated claims, self promotion, 
opinion or personal comment do not 
belong in a news story unless the 
opinion or comment are news in 
themselves. 

e Don’t pressure an editor by flaunt- 
ing your advertising in his face. In 
the first place you’re insulting him, 
and in the second place chances are 
he doesn’t have anything to do with 
the advertising anyway. It’s almost 
always handled by the paper’s ad- 
vertising manager. 

e Don’t beg, plead, wheedle, or shed 
tears before the editor to get your 
story printed. If you have a good 
story, it will stand on its own merits. 
e Don’t argue with the editor if 
your story isn’t printed, and don’t 
go over his head to the editor-in- 
chief or publisher in an attempt to 
get your rejected story in print. 

e Don’t send your material to the 
wrong man. Address the material to 










the editor by name, and better yet, 
when you have an important story 
deliver it to the editor in person. It 
will give him a chance to get quick 
answers on any questions he may 
have about the story. 

e Don’t come rushing in with a rou- 
tine story and hand it to the editor 
five minutes before his deadline. 
Routine material should be in his 
hands at least 24 hours prior to the 
day of publication. 

e Don’t send the editor a story and 
then ask him to send you a clipping 
if he prints it. His concern is getting 
it into print. You should show 
enough interest in the story to watch 
and see if it’s printed. 


> The book itself was printed by let- 
terpress, with layout and artwork 
prepared by the Perrett Co., Occi- 
dental’s ad agency. The cartoons 
were prepared by Joe Perrett, 
agency president, and Milt Brouhard, 
editor and staff artist for Pulse, Occi- 
dental’s house organ. 

The first draft was prepared by 
Don F. Sorenson, of Occidental’s 
public relations and advertising de- 
partment, and edited by other staff 
members under the direction of 
H. Dixon Trueblood, director of pub- 
lic relations and advertising. It then 
was turned over to the Perrett 
agency for additional suggestions. 

Occidental still wasn’t satisfied it 
had the best possible solution to the 
need it had set out to fill. The re- 
vised draft was sent to the journal- 
ism schools of the University of 
Southern California, University of 
Illinois and Indiana University, 
which went over the material and 
made still further suggestions. 

Cost of the original 10,000 books 
including artwork and _ production 
was $1,950, approximately 10¢ each. 
Currently, with 110,000 books off the 
press, costs are down to approxi- 
mately l4e¢ each. However, when 
the initial production cost is in- 
cluded, over-all cost figures out to 
about 3¢ for each book. Occidental 
doubts if increased production can 
bring the price much lower. 


> Testing ... The booklet completed, 
Occidental decided to “try it out” 
before launching a full-scale distri- 
bution program. Reactions in almost 
every case were enthusiastic. 


e In Santa Barbara, Cal., local edi- 
tors who were shown the booklet 
pledged whole-hearted cooperation 
in distributing it. 
e In Memphis, an agent who ap- 
proached service organizations and 
clubs with the booklet was not only 
well-received but was called on to 
speak before local groups on the sub- 
ject of publicity. 
e In Santa Ana, Cal., editors of local 
newspapers received letters from Oc- 
cidental’s home office suggesting they 
ask the local representative for 
copies of the booklet if they were 
interested in it. The local agent was 
swamped with requests for several 
thousand copies. 
e In San Francisco editors of large 
dailies volunteered to help in work- 
ing out distribution methods. 
Across the nation city editors and 
society editors of representative 
newspapers who had received copies 
of the book replied overwhelmingly 
that they could use it to advantage. 


> Merchandising These and 
scores of other enthusiastic reactions 
were enough for Occidental. The 
company knew that if it could moti- 
vate its agents to take a copy of the 
booklet to the local newspaper it 
would have “touched off the fuse 
and could sit back and wait for the 
inevitable explosion in the form of 
an urgent request for a large quan- 
tity of booklets.” 

Three steps preceded general dis- 
tribution of the booklet: 


1. Announcement was made in the 
January, 1954, issue of Pulse, Occi- 
dental’s internal house organ. The 
Pulse article explained the book and 
told agents how they could use it to 
improve relations with the local 
press and to increase their ac- 
quaintance with important people in 
their communities. 


2. The company’s agents—there are 
3,500 of them in 43 states and most 
of Canada, Hawaii, Alaska and the 
Philippines—were given detailed in- 
structions on how to work with 
editors who wanted to distribute 
the booklet through their newspapers 
as well as how to make their own 
distribution direct to organizations. 


3. Publicity releases went out to 
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, 
CURT TEICH So 


WORLD'S LARGEST SUPPLIER 


of FINE ADVERTISING 
e POST CARDS e 


1733-1755 W. IRVING PARK RD. 
CHICAGO 13, ILL. 






port with a permanent 
hard cover binding! We 
can do the whole edition 
—or any part. Call us for 
quotation and for your 
free copy of “The Chal- 
lenge to your Wastepaper 
Basket.” 


Call Ca 6-3415 


PUBLISHERS 


BOOK BINDERY, INC. 
148 LAFAYETTE ST. NEW YORK 13, N.Y. 
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BEST-TEST never wrinkles 
— curls — shrinks. Excess 
rubs off clean 


~ on, FOR THE GRAPHIC ARTS A MUST. 
“R01 4 EMENY A size for every purpose. Sold 
hesi,, by Stationery, Artist Supply and 
N Photographic Dealers every- 
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MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 
yours laugh with the ‘‘Let’s Have Better 
Mottoes” monthly mailings. Unusuai— 
ef fective—economical—exclusive. Write 
for details on your business letterhead. 


FREDERICK E. GYMER 
2121 E. 9th St. Cleveland 15, Ohio 














business papers like AR, to the in- 
surance trade press and to a fairly 
limited extent to the metropolitan 
press. 

Results were immediate. News- 
papers from widely scattered areas 
ran stories about the book and either 
offered it to their readers or told 
readers how they could get copies 
through the local Occidental agent. 


>The editors of newspapers and 
magazines began asking for copies. 
The Los Angeles Times, for ex- 
ample, ordered 600 copies to dis- 
tribute at its annual school for pub- 
licity chairmen. Local Occidental 
agents, bug-eyed at the reception the 
booklet was getting, demanded more 
and more copies for organizations 
in their communities. And hundreds 
of individuals, their interest aroused 
in the booklet through all the pub- 
licity, deluged the company with 
requests. 

As early as April 1 of this year 
Occidental had filled 340 requests 
from 30 states, Canada and England 
for its booklet. The requests were 
from such widely different groups 
as General Electric, London & Lan- 
cashire Insurance Co. Ltd., Pure Oil 
Co., Aluminum Co. of America, 
Ludington, Mich., Chamber of Com- 
merce, Chesapeake & Ohio Railway 
and Sons of Italy Lodge (Long 
Beach, Calif.). 


>Stepping up the Merchandising 
Program . . . It wasn’t long before 
local chapters which had seen the 
book began writing to their nationals 
asking for copies. The national head- 
quarters in turn wrote to Occidental 
and the company filled many re- 
quests. Several thousand copies went 
to the Civil Air Patrol, the National 
Sales Executives headquarters asked 
for—and got—25,000 copies, the Na- 
tional Safety Council requested 
2,500, and copies also went to such 
national organizations as the Na- 
tional Cancer Society, the Red Cross, 
the Cerebral Palsy Foundation and 
many others. 

The next step in national distri- 
bution was for Occidental’s Wash- 
ington office to compile a “blue 
book” of national professional, serv- 
ice, charitable, trade and other or- 
ganizations which might use the 
booklet to advantage. This list was 
checked against the company’s list 
of organizations which already had 
received the book and copies were 
made available at the local level to 
the nationals which had not yet been 
contacted. 

It was suggested to the local chap- 
ters that their national headquarters 
might like to see the book and the 
suggestion was followed up with a 
letter to the national to insure its 
being contacted. Such careful check- 


















ing and follow-up is necessary, the 
company feels, if demand is to be 
kept within control. 


>What’s next? .. . By mid-June 
Occidental had printed 110,000 copies 
of “So, You’ve Been Elected Pub- 
_ licity Chairman!” and undoubtedly 
by now many more thousands have 
rolled off the press. 

The company feels the booklet is 
proving a tremendous good will 
builder and booster for its agents. 
Furthermore, the booklet is not just 
a one-time proposition. The publicity 
chairmanship of an organization usu- 
ally is passed along each year and a 
number of editors already have said 
they not only will take copies for 
distribution this year but will make 
a distribution each year as new pub- 
licity chairmen—“amateur reporters” 
—are appointed. 

Remember, too, that this year’s 
publicity chairman may well be next 
year’s vice-president and the follow- 
ing year’s president. Occidental be- 
lieves, and wisely, that these are 
good people to know on a friendly 
basis. 

Copies of the booklet may be ob- 
tained by writing Public Relations 
and Advertising Dept., Occidental 
Life of California, 1151 S. Broadway, 
Los Angeles 15. 44 


DMAA Contest Winners 


To Be Named in Boston 


Winners in the Direct Mail Adver- 
tising Association’s 1954 Best of In- 
dustry contest this year will be pro- 
vided a simple and dignified way to 
inform business friends, customers, 
branch offices, salesmen, etc. 

Announcement of the winning en- 
tries will be made at the DMAA 
37th convention, to be held in Bos- 
ton, Oct. 13-15, and the association 
will provide winners with facsimile 
certificates, signed by DMAA Presi- 
dent Lawrence G. Chait of Time Inc., 
in quantities at cost. The certificates 
will be imprinted with the winners’ 
names and be ready for mailing. 

George Olmsted Jr., president, 
S. D. Warren Co., will be general 
convention chairman. 44 


Offer Anniversary Listings 


A business founding date directory 
is described in a folder offered by the 
publisher, Morgan & Morgan (Scars- 
dale, N. Y.). The directory lists over 
9,000 business organizations, their 
addresses and founding dates. The 
circular describing the directory 
shows a sample page from book, and 
suggests ways to use it, such as a 
mailing list source for a variety of 
promotions. 


For your copy circle No. 721 on the 
Reader's Service Card inside back cover 





NEW HOME OF U.S.E. RESEARCH AND 
PROCESSING LABORATORY, METUCHEN, N. J. 





For years, the U.S.E. Laboratories have taken the lead in the 

development of new envelope gums. Their work with starches 

and dextrines, plasticizers and wetting agents, polymers and 

copolymers . . . has produced thousands of gum formulas. But 

only those able to pass the * ‘Final Degree” tests become U.S.E. 

brands, such as GRIP- -QUIK® TROPIC-SEAL, SELF-SEAL* 
. and now the new vVx SEAL” 

vVx the improved synthetic-type seal flap gum, is a recent 
graduate, having passed all final tests. It offers visibility, instant 
tack: with normal moistening, positive seal by “hand” or ‘machine, 
neutral taste, pressman’s OK, and resistance to curl and humidity. 

vVx is now being used on all stock Commercial and Official 
sizes of White Woves and Bonds. Ask for samples. 


Letend these Doors. 


. the U.S.E. Guarantee has its roots. Here in this 
meiie mn laboratory experienced technicians with im- 
proved instrume ntation continue their never- ending 
task—to make sure to make better every U.S.E. prod- 
uct. That's why it pays to specify U.S.E. envelopes. 
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UNITED STATES ‘“% 
ENVELOPE COMPANY Springfield 2, Massachusetts 


15 DIVISIONS FROM COAST TO COAST 
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It is literally true that s¢p r actice 
makes 


perfect.” 


COLLINS MILLER & HUTCHINGS, Ic. 
eAmerica’s Finest Photoengraving Plant 
207 North Michigan Avenue, Chicago 1 
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PHOTOENGRAVING 


A great future is indicated for magnesium plates . . . but there’s still 
a long way to go before they reach their full potential. 


Out of the research laboratories of 
Dow Chemical Co. (Midland, Mich.) 
and the American Newspaper Pub- 
lishers Assn. (Easton, Pa.) has come 
a development which many experts 
feel may revolutionize the printing 
industry within the next 10 years. 
The development is fast-etch mag- 
nesium plates, a contemporary of 
photographic typesetting. 

Magnesium, itself, is not new to the 
photoengraving field. It has been 
kicking around for nearly nine years, 
being used for many different types 
of engraved printing plates, including 
color work. Only in the past year, 
however, has research produced a 
faster method of preparing photoen- 
gravings from magnesium—an impor- 
tant milestone along a long road of 
research. 

But lest admen should want to rush 
to their engravers and order an im- 
mediate switch to magnesium, they 
should be warned that the fast-etch 
magnesium process still has a long 
way to go before it reaches its full 
potential. At the present stage of de- 
velopment, it has many drawbacks— 
for both the buyer and the engraver. 


>This isn’t to say that magnesium 
isn’t ready to play an important role 
in advertising production. It is al- 
ready being used successfully for 
many jobs and its use is likely to in- 
crease rapidly. Nevertheless, it will 
be some time before magnesium be- 
comes a coequal with copper and zinc 
in popularity as an engraving 
medium. 

Why, then, all the hullabaloo about 
magnesium? The answer to this, at 
least in part, lies in the visions of the 
future which are conjured up by the 


development of Dow’s fast-etch 
process. 

While letterpress people are some- 
times reluctant to admit it, they pri- 
marily see in magnesium a direct and 
impressive challenge to the growing 
swing to offset for many kinds of 
printing. With magnesium plates, the 
letterpress printer stands to gain 
some of the advantages now claimed 
as key “points of difference” by lith- 
ographers. These include: 

e Light-weight plates. 

e Elimination of nearly all make- 
ready. 

e Limited amount of storage space 
required. 


> Probably heading the list, however, 
is the value of the plates as a step 
toward the long-awaited dry offset 
process. Magnesium is a natural for 
this process—a combination of letter- 
press and offset principles through 
which positive letterpress plates are 
used but are first offsetted onto a 
blanket which delivers the image to 
the paper. 

Magnesium plates are also valuable 
for rotary printing, which produces 
an impression for every revolution of 
the cylinder. (Normal letterpress 
printing requires two cylinder revo- 
lutions for each impression.) Mag- 
nesium plates can be curved to fit 
rotary presses, eliminating plate dup- 
licating processes to provide the 
curved plates. In addition, the light 
weight of magnesium plates is said 
to allow for faster press speeds, with 
little worry for fear plates will fly off 
because of centrifugal force. 

Add to these advantages etching 
time of five minutes or less for com- 
bination line and halftone flats and 


the elation of letterpress printers for 
magnesium seems natural. 


> But that magical “five minutes or 
less” is still an elusive figure. At the 
American Newspaper Publishers 
Assn. convention in April this year, 
Clarence M. Flint, ANPA research 
director, recalled, “It was stated in 
1949 that we should some day in the 
future be able to etch a full news- 
paper page in five minutes or less. I 
must confess that we have not at- 
tained an etching speed of five min- 
utes for a full combination plate, but 
we can and are successfully etching 
full flats of newspaper halftones in 
2142 minutes, and we are engraving 
combination plates consisting of half- 
tones and line work in an elapsed 
time of seven minutes.” 

The researchers are still convinced 


Fast-Etch Plates . 
a magnesium line plate from Dow’s new 
fast-etch machine—one of the new de- 
velopments in a rapidly progressing field 


. An engraver removes 
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AND PLATEMAKING 





Advantages 

@ Plates in 242 to 7 minutes. 

@ One-fourth the weight of zinc; one- 
fifth that of copper. 

@ Complete plates for direct print- 
ing, requiring little or no press make- 
ready. 

@ Can be curved for rotary and dry- 
offset presses. 

@ Requires little plate storage space. 
@ Long-lasting for press runs—out- 
lasting copper five to six times. 

@ Can be used for mat making with- 
out pattern plate. 


Disadvantages 

@ Can't be staged or re-etched satis- 
factorily. 

@ High cost of initial equipment, 
with continuing royalties. 

@ Requires special etching bath 
which is difficult to mix, must be 
changed often. 

@ Equipment and supplies require 
considerable space. 

@ No formula as yet for producing 
combination plates in a single opera- 
tion. 

@ No completely satisfactory touch- 
up solution for plates. 

@ Soldering, routing, morticing dif- 
ficult. 

@ Screen range still limited. 


that the etching time will be further 
reduced .. . and that many quality 
improvements will be added. If the 
past five years’ record is any indica- 
tion, the developments should come 
fast. 


> Dow embarked upon its research 
program five years ago in a competi- 
tive high-speed etching program 
with ANPA— Dow working with 
magnesium line cuts and ANPA with 
zinc halftones. In the summer of 
1953 a modification of the Dow proc- 
ess as faster and more economical 
was embraced by the ANPA—mag- 
nesium’s first major victory. 

Earlier this year the process for 
etching magnesium halftones was 
introduced at the Patriot Ledger 
(Quincy, Mass.); the eight dailies 
and five weeklies of Westchester 
County Publishers (White Plains, 
N. Y.), and the Milwaukee Journal. 
Even earlier, however, All Florida 
Magazine (Ocala, Fla.), a Sunday 
supplement servicing Florida news- 
papers, embraced magnesium plates 
with phototypesetting to become the 
first publication to combine these two 
“revolutions.” Type in All Florida 
has been set on the Intertype Foto- 
setter since mid-1953, while magne- 
sium plates for direct printing were 
added this year. 
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Availability 

@ Very few commercial engravers, 
as yet, have installed fast-etch equip- 
ment. 

@ 25% of newspaper and commer- 
cial engraving shops do use magne- 
sium, however. 


Cost Factor 
@ More costly than zinc; lower than 
copper. 


Future Outlook 

@ Rapid development in past ten 
years indicates that most of the 
major disadvantages will be over- 
come within a short time. 


Importance 

e@ May easily be the answer to pro- 
viding plates for direct printing for 
newspapers, magazines, etc. 

e@ Should spur further development 
of dry-offset process. 

e A natural “companion” to photo- 
typesetting. 

@ Should put letterpress in a strong- 
er competitive position with offset for 
many jobs. 

@ Should provide a faster, more eco- 
nomical, easier to ship method for 
producing ad plates. 


Harry E. Swayze, who has been in 
charge of Dow’s magnesium develop- 
ment program since its inception, said 
in a speech as early as 1948 that the 
actual work was started the previous 
year at Ocala. After six months of in- 
tensive development and four months 
of actual production, the technique 
was publicly released in July, 1947, 
as the Perry-Higgins process. All 
Florida is published and printed by 
the Perry Process Printing Co., 
which, in cooperation with Dow and 
the Rolled Plate Metal Co. (Brook- 
lyn), had developed the method of 
direct printing with magnesium 
plates. 


>The key to the fast-etch process is 
the Dow etching machine, which is 
similar in some respects to the type 
commonly used for other types of 
photoengravings. Early in the devel- 
opment program, however, it was 
found that commercially available 
etching machines would not function 
satisfactorily for fast-etch magne- 
sium as they did not give a uniform 
splash against the plate being etched. 

A special machine was developed. 
Its main feature is six rows of paddles 
which throw the etching liquid up- 
ward and perpendicular to the face 
of the plate. Through a mechanism 
on the cover of the machine, the plate 


is rotated clockwise and counter- 
clockwise, as well as simultaneously 
up and down. 

This special etching machine is 
manufactured and supplied by 
Chemo Photoproducts Co. and the 
Masters Etching Machine Co. (Wyn- 
cote, Pa.), under license from Dow. 


> Another development of interest 
was announced by Brooks & Perkins 
(Detroit) a year ago. The Detroit 
company developed a new method of 
curving magnesium plates for rotary 
presses. By the Brooks & Perkins 
process all etching, routing, tooling 
and proofing are done in the flat. The 
flat plate is then curved by precision 
methods to the exact contour re- 
quired. It is ready without further 
work to be put on the press and run. 

No back-up plates are used and 
with the light weight magnesium 
plate, fatigue on the presses is elim- 
inated to a great degree. 

This method appeals to book print- 
ers, among others. Since they are fre- 
quently obliged to hold forms for 
years, magnesium plates offer a solu- 
tion to the storage problem. A whole 
book of 300 pages in magnesium takes 
no more weight or space than 12 
pages of conventional material. 

There appears to be some question, 
however, about the storage of mag- 
nesium plates. Some experts fear 
that the plates will suffer from cor- 
rosion after a relatively short time. 
Protective measures are being de- 
veloped. 

In any event, printing from com- 
plete, original plates seems to be one 
of the biggest advantages magnesium 
has to offer. Coupled with phototype- 
setting and other developments, 
magnesium plates are bound to be- 
come increasingly important. 


> The alloy used for magnesium en- 
gravings was not achieved by chance. 
First to use magnesium engravings 
were the Germans, but their re- 
search, intensive in 1921 and 1922, 
was dropped early in 1924 because a 
proper alloy composition was not yet 
discovered. In 1928, another German 
alloy was found to be more satisfac- 
tory and was introduced in the U.S., 
but failed because of prohibitive costs 
and lack of technical information. 
Dow became interested in this ap- 
plication in the 1930's, incorporated 
the various properties into one alloy, 
and extended its research until the 
beginning of World War II, then re- 
opened its case when the war was 
over. Dow wasn’t alone. Many photo- 
engraving plants also were handling 
experimental programs. 


>Magnesium is one-fourth the 
weight of zinc and one-fifth that of 
copper, a weight factor which pro- 
duces ease of handling, speed of 
processing and lower shipping costs, 
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Get the Facts! 


PHOTO-ENGRAVING 
COMPLETELY EXPLAINED TO 
>a) THE LAYMAN 


And don’t forget 
Horan’s “around 
the clock”’ service 
whether your 
problem is 
black and white, 
benday or color 
process. 


Price: $2.00 per copy 24 HOUR SERVICE 


108 pages—Lavishly illustrated in 
black and white, and color 


| 





Now—"‘brush-up”’ with this modern, 
complete and fully illustrated guide 
to correct photoengraving methods. 


Inquire about our NEW SOUND COLOR FILM 


HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N. Y. 
Tel. MU 9-8585 © Branch Office: MArket 2-4171 
Please send me (prepaid) .... copies of 
your 108 page revised book The Art and 

Technique of Photo-Engraving. 

My check for $.....2<- 
NAMI 

STREET 


CITY Jieinbicm aetna ae ee ee enee 


is enclosed. 
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among others. While it can be used 
to some degree for coarse 55-line 
screen up to fine 200-line etching, 
110-line is about as far as it has gone 
commercially, although under con- 
trolled conditions plates with 150- 
line screen have been made, by 
Comet Press (New York), for in- 
stance. 

This particular problem with mag- 
nesium is caused by the fact that 
halftones finer than 100-screen in 
magnesium require special negatives 
to overcome side etching when stand- 
ard procedures of etching are used. 

Coarse screens present special 
problems, too. Because of the rela- 
tively large areas between dots which 
must be etched away and deeply, 
normal magnesium fast-etch tech- 
niques often fail to deliver satisfac- 
tory plates and steps must be taken 
to provide deeper etching. 


> While admen are not primarily in 
terested in what these developments 
mean to the newspaper industry 
(speakers at the ANPA convention 
called them “the greatest single me- 
chanical development in the news- 
paper industry in the past 10 years), 
the experience of newspapers using 
magnesium plates gives some indica- 
tion of their importance for advertis- 
ing printing. 

According to Alexander Poletsky, 


In our plant it’s not how 
fast we can turn out an en- 
graving, but rather, how 
good...which explains 
why our engravings (color 
and black-and-white) are 
so much in demand by the 


hard - to- please. 


Thomas f. McGrath 


AND ASSOCIATES 
PHOTO ENGRAVINGS + DAY AND NIGHT SERVICE 
160 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 
Telephone DElaware 7-5142 
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foreman of the Westchester County 
Publishers’ engraving plant in Yon- 
kers, that newspaper chain is etching 
18x24” flats in 24% minutes, with a 
bath that costs $10.69 for 41 flats. The 
old hand-powdering and burning-in 
process for the same amount used to 
cost $14.20. Hand-powdering and 
burning-in have been eliminated in 
the Dow process. 

“We can get a single column cut to 
the composing room in 20 minutes 
from the time the copy is received,” 
Mr. Poletsky reported at the ANPA 
mechanical conference this June in 
Atlantic City. “This can be done with 
zinc, too, but the magnesium etch is 
far superior.” 


> Magnesium costs 68% more than 
zine, according to the Milwaukee 
Journal, but that newspaper consid- 
ers it more economical because it 
etches faster, and is harder, lighter 
and easier to handle. The newspaper 
claims to use the largest amount of 
magnesium of any newspaper in the 
country. While the metal can be cut 
easily with a knife before the first 
run, it hardens in use, gradually get- 
ting to the point where it is prac- 
tically indestructible, for practical 
purposes. 

At present magnesium engraving 
is faster than either copper or zinc, 
lighter than either and costs approxi- 
mately half as much as copper, twice 
as much as zinc. A full-page news- 
paper engraving weighs only 1.6 lbs., 
in comparison with a lead stereotype, 
which weighs 46 lbs. 

The faster etching and lighter 
weight are not the only factors which 
are behind the intense interest of 
newspaper publishers in magnesium. 
The newspaper industry has long 
been seeking a method of direct 
printing which would bypass the du- 
plicating required to produce cylin- 
ders for the huge rotary presses. 
Magnesium, they feel, may easily be 
the answer—with faster press speeds 
an important by-product. 


> Early worries that magnesium 
plates wouldn’t stand up for long 
press runs have been pretty well dis- 
proven. One expert, with experience 
in the production of magnesium 
plates, reports that they will outlast 
copper at least five to six times. 

Another expert, Julien J. Soubiran, 
president of Horan Engraving Co. 
(New York), says that the longer 
magnesium is used, the harder it gets 
—making it particularly adaptable to 
long runs. 

However, Horan, like many other 
engravers who respect magnesium 
for its advantages, hasn’t gone into 
the production of magnesium plates 
to any great extent — particularly 
fast-etch magnesium. The big draw- 





back lies in the problems of etching 
magnesium. 

In his newly revised book, “The 
Art and Technique of Photoengrav- 
ing,” Mr. Soubiran points out that 
magnesium’s extreme lightness 
makes it useful in some types of 
work, but in etching and printing 
the rapid action of the solutions and 
the absolute necessity for the ab- 
sence of any foreign matter make it 
a problem in a production plant. 

“Its rapid rate of etching in nitric 
acid, approximately one-half the 
strength used for zinc, makes it dif- 
ficult to control,” he said. “This must 
be overcome before it can replace 
copper or zinc to any degree.” Mag- 
nesium correction work in the form 
of soldering or tooling requires ex- 
treme care and is not easily done, 
he added. 


> Another major disadvantage is the 
cost factor. A leading engraver who 
has just installed a Dow etching ma- 
chine reports that the machine in- 
volved an expenditure of $12,000 by 
the time it was actually set up and 
in operating order. In addition there 
is a royalty charge of 30¢ for each 
square foot of magnesium engrav- 
ings produced. 

James Smith, plant superintend- 
ent at Nassau Photo Engravers Corp. 
(Mineola, N. Y.), told AR he doesn’t 
believe that the machine is perfected 
to the point where such charges are 
justified and that “even Dow itself 
admits that there are pitfalls.” 

This sentiment was echoed by 
Charles L. DeBevoise, treasurer of 
Sterling Engraving Co. (New York), 
which has gained a reputation in the 
trade as a pioneering organization in 
the production of fast-etch magne- 
sium plates. 


>In addition to these initial costs, 
engravers find another problem in 
the space which must be devoted to 
fast-etch machines. According to 
Bertram Z. Lee, vice-president of 
Northwestern Photo Engraving Co. 
(Chicago), which was the first Chi- 
cago engraver to put a Dow fast-etch 
machine in operation, the machine 
requires approximately three times 
the space devoted to the average 
zine etching unit. In addition, he told 
AR, the necessary etching chemicals 
require added storage space. Add to 
this special cutting, routing and 
trimming tools and the total cost for 
space becomes a very substantial 
amount. 

This problem becomes intensified 
if both halftones and line plates are 
desired at the same time. Because 
different solutions are required, at 
least two machines would be needed. 

Etching solutions, themselves, pre- 
sent a major problem. While the en- 
graver can prepare a zinc solution in 


as little as five minutes, the careful 
mixing of a magnesium bath takes 
from 15 to 30 minutes. This bath, 
costing from eight to nine dollars, is 
good for from seven to ten flats, then 
must be drained. Since draining 
takes time and renders the machine 
useless for this period, the cost rises. 


> Another problem reported by en- 
gravers who have used magnesium 
is that no completely perfected 
touch-up solution for plates has yet 
been developed. Those available are 
said to dry much too fast. 

Soldering of magnesium plates is 
still a difficult problem although this 
has been reduced with a mercury flux 
produced by Jones Graphic Products 








r 


Corp. (Toledo). Jones has also 
helped lessen another problem—pit- 
ting or pick-marking of the plates 
by moisture, humidity or water. 
Magnesium is allergic to any kind of 
moisture normally, but this draw- 
back has been virtually wiped out 
with cold tops called Gaco or Em- 
pire. These are resists which make 
the metal not only light-sensitive for 
etching but also prevent pitting later. 
Gaco is a product of the Jones 
Graphic Products Corp. (Toledo), 
which is an outgrowth of Graphic 
Arts Corp. of Ohio, and Empire is the 
cold top developed by Murray La- 
lone, chemist for Eastern Graphic 
Arts Supply Co. (New York). 


MR. ADVERTISING MANAGER... 
MR. PRODUCTION MANAGER 


TCC ales 
MOC Loe 


@ With the high cost of ad preparation today, 
it’s natural to cut corners wherever you can. But 
there’s one step where it doesn’t pay to save pennies 
...and that is in the selection of mats. 

Why—when it costs hundreds of dollars in artwork, 
type and engravings for a newspaper ad—take a 
‘““chance”’ on the final appearance by using mediocre 
mats because they cost less? 

Ordinary mats mean average, or possibly even in- 
ferior reproduction. And an ad which lacks sparkle and 
life may lose some of its sales-ability. Yet, for only a 
few cents more BURGESS SUPREME TONE-TEX MATS as- 
sure you black and white newspaper reproduction that 
stands out sharp and clean in every detail. 

With the BURGESS SUPREME TONE-TEX MATS the 
stereotype has reached a new high in quality. Its 
smoother face, greater plasticity and more uniform 
shrinkage paves the way for finer reproduction... 
reproduction that will rival the original. 


In many leading commercial shops the BURGESS 
SUPREME TONE-TEX MAT is regarded by stereotypers as 
the finest mat available for advertising purposes. If 
you are interested in good reproduction of printed 
subjects it will pay you to use 


BURGESS SUPREME TONE-TEX MATS. 


BURGESS CELLULOSE COMPANY 


Manufacturers and Distributors 
of Supreme Tone-Tex Mats 


Freeport, Illinois 
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MATS 


for more details circie 770, page 111 
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an SYD *K Every set of 
plates intended for four 

color wet edition printing is 
both flatted and final proofed 
on modern four color ‘wet’ 






proofing presses. 


(7 A 
Cngravers, Ine. 
Beautiful Color Work Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


. . for more details circle 791, page 111 
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Under 


If you're sleepless from worry 
about lack of action from your 
ads, switch to AR and watch the 
response and orders come in! 
For advertising results that pay 


off, use 


Advertising 


Requirements 
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The major disadvantage, however, 
still requires a solution before mag- 
nesium can become the big develop- 
ment it promises to be. At the pres- 
ent stage of development, magne- 
sium plates can’t be satisfactorily 
staged or re-etched—important steps 
in the production of quality engrav- 
ings. 


> But, in spite of these disadvan- 
tages, engravers are showing a very 
high degree of interest in fast-etch 
magnesium. Speaking at the Ameri- 
can Photoengravers Assn. last Octo- 
ber in Boston, Dow’s Mr. Sawyze re- 
vealed that approximately 25% of 
the commercial and newspaper en- 
gravers in the U.S. and Canada use 
magnesium to some degree. 

“Book printing from magnesium 
plates has been increasing with each 
passing year, the label and carton 
fields are also finding it well suited 
for direct printing, and the future 
looks even brighter, particularly in 
view of the rapid strides made by 
photographic typesetting,” he said. 

Most engravers seem to agree with 
Charles DeBevoise of Sterling En- 
graving, who believes that magne- 
sium will not replace copper to any 
great extent in engraving, but that 
it will make vast inroads where zinc 
is now king. 

Copper is more flexible and versa- 
tile for quality four-color plates, in 
particular. The hot top used for cop- 
per—iron chloride—is a slower etch- 
ing agency with much more latitude 
than the cold top used with magne- 
sium. Mr. DeBevoise explains, “This 
is especially true where color is used 
with utmost fidelity, and that is in 
national consumer magazines by 
large advertisers. Magnesium is 
great for color printing on news- 
print, but difficult to handle in criti- 
cal printing, such as in magazines, 
because you can’t increase or bur- 
nish color in magnesium as you can 
with copper.” 


>Many engravers are installing 
fast-etch magnesium equipment with 
an eye to the future. They feel that 
once a few more bugs have been 
ironed out of the process, it will be- 
come a must for many jobs. These 
include: 

e Standard forms. 

@ Maps and charts. 

e Book printing. 

e Master plates for mat-making. 
(Magnesium is already important 
here since no pattern plate is re- 
quired because magnesium will 
stand up under the making of sev- 
eral thousand mats.) 

e Plates which must be shipped— 
particularly rush shipments by air. 
Magnesium’s extremely light weight 
can cut many dollars off shipping 
bills. 


e Any printing suitable for rotary 
presses. 

e Plates for dry-offset. The use of 
dry-offset makes rotary printing 
economical for short runs. 

This list is only a brief indication 
of what may be coming. And, while 
AR has discussed magnesium mainly 
in the light of its potential after more 
development has been accomplished, 
there is good reason for admen to 
consider it today. It has come a long 
way in the past decade and offers 
some major advantages for many 
jobs. 44 


Lake Shore Revises 
ROP Color Report 


A revised edition of the “Lake 
Shore Report on Newspaper R.O.P. 
Color Requirements” has just been 
completed. The new report, contain- 
ing color specifications of US., 
Canadian, Hawaiian and Alaskan 
newspapers, is based on detailed in- 
formation from more than 1,000 
papers. 

The report shows the increased 
use of R.O.P. color: 

e 604 dailies print 1 color and black. 
e 311 dailies print 2 colors and black. 
e 218 dailies print 3 colors and black. 

An important new feature of this 
report is a full listing of color pre- 
miums charged by newspapers indi- 
cating that some papers charge a 
percentage over black and white 
rates, while others offer color at 
fixed dollar figures. Other features: 
e Scheduled closing dates. 

e Minimum sizes acceptable. 

e Days of week color is available. 

e Number of progressive and color 
proofs needed. 

e Method of molding. 

e Papers using color for editorial 
material. 


For your copy circle No. 722 on the 
Reader’s Service Card inside back cover. 





“What screen halftone can I print on 
this?” 





FOR SALADS 


SHAKE WELL 


SHAKE WELL 


A PACKAGE ON 
EVERY TABLE 


Lawry’s Products designed its packages not only to make a hit at the 


LABELING & PACKAGING 


ong 7 
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SHAKE WELL 


point of sale, but to find acceptance right on American dinner tables. 


By James Joseph 


e Scene: Your home—the supper 
table. ... (You, the wife and teen- 
aged son, Johnny, are just sitting 
down to eat)... . Johnny enters with 
a bottle of catsup. 

e Johnny: “Hey, Ma, you forgot this 
stuff for the steaks.” 

® Your wife (indignantly): “Johnny, 
how many times do I have to tell 
you? If you want catsup, put it in a 
dish. I'll not have that ugly old bottle 
on my table.” 


If that “ugly old bottle” contained 
your product, you’ve just lost an im- 
portant consumer audience. Nor have 
you endeared your product to Mrs. 
Housewife. You’ve given her an- 
other dish to wash—because she’d 
rather wash one more than clutter 
her table with your package. Brazen 
package designs—geared only to lure 


supermarket customers—are seldom 
welcomed at the table. 

Unfortunately, about 99 out of 
every 100 “potentially tableable,” 
packages lack “class.” They don’t 
get—nor do they deserve — table 
acceptance. 

Doubt this? Well, think a min- 
ute. Of the several score cans, boxes 
and bottles of seasonings, salad 
dressings and condiments in your 
kitchen, how many would you con- 
sider well enough “dressed” for your 
table? Probably very few. 


> What does this prove? That many 
a food product and its package de- 
signer miss a good bet. Where, I ask 
you, does a product and its label get 
longer, closer scrutiny that at point 
of use—in this case, the family table? 

Los Angeles’ Lawry’s Products has 
added a significant new “D” to the 
third—and least appreciated dimen- 


sion—in product appeal: 
table acceptance.” 


“Dinner 


Sure, you'll find Lawry’s eight 
specialty products on the grocer’s 
shelf. You'll find them in the kitchen, 
too. Best yet—from Lawry’s view- 
point—you'll find them on many a 
table, including some 185 swank 
restaurants coast-to-coast. 


Why? Because seven of Lawry’s 
eight products (five salad dressings, 
a seasoned salt and garlic spread) 
are packaged for “table acceptance.” 


> The results: Sales of Lawry’s Sea- 
soned Salt (the company’s biggest 
seller and oldest product), increased 
100°% in 1953, compared to the previ- 
ous year. Lawry’s five fine salad 
dressings (Caesar, Garden Green, 
Sauterne, French with Wine Vine- 
gar and Sherry) jumped 20% dur- 
ing the same period. 
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To give products 
BRAND new 


Consumer 





NASH UA 
Sales Impulse Bands 


For today’s self-service selling, 
products and promotions must be 
brightly packaged and easy to 
identify at point-of-sale. Use 
Nashua Sales Impulse Bands — to 
give your product better brand 
identification, to add pick-up 
appeal, to band several packages 
together (for special promotions) 
or to give merchandise a seasonal 
push. 

Self-sealing, serviceable, colorful 

. Nashua Sales Impulse Bands 
are an inexpensive method of 
branding. They’re used to “eye- 
dentify” everything today from 
mops and hand tools to picnic 
plates and sponges. Write for sam- 
ples and prices. Bands are available 
in any width from 14” to 6", with 
either self sealing or gummed ends. 


nBSHYA SURE-HOLD DIVISION 


NASHUA CORPORATION 


DEPT. H-7, 44 FRANKLIN STREET, 
NASHUA, NEW HAMPSHIRE 


. for more details circle 841, page 111 
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Over-all 1953 sales-increase for 
the entire line: 50%. 


>A gander at Lawry’s salad dress- 
ing packages explains the products 
“table acceptance.” 

The dressings are uniquely, at- 
tractively—yes, “handsomely”—pack- 
aged. The bottles (6 ounces net) are 
custom-molded from heavy glass. 
They’re the square-bottomed, tele- 
scope-type. 

The design makes them a featured 
attraction on any table. Moreover, 
supermarket merchandisers like the 
square bottoms. They’re ideal for 
mass-displays—the supermarket’s 
biggest, most proven selling tech- 
nique. There’s less chance that 
“shopping” customers (or even a 
sloppy clerk) will turn Lawry’s 
dressing containers “label in.” 

Says Lawry’s vice president in 
charge of sales, Ralph Frank Jr., 
“Those square-bottomed bottles are 
our ‘little soldiers.’ They line up 
straight and true, stand at attention 
on the grocer’s shelf, their labels 
front and center. We switched from 
round-bottoms to square right after 
World War II. Best design we could 
have adopted.” 


Yet “table acceptance” involves 
more than simply an attractive con- 
tainer. Each Lawry’s product carries 
a notation that it was especially cre- 
ated for one of the famous Van de 
Kemp-Lawrence Frank Los Angeles 
restaurants. 

Typically, Lawry’s French dress- 
ing label says, “Created for Tam 
O’Shanter Inn, Los Angeles.” Law- 
ry’s Garden Green, “Created for 
Stears for Steaks, Beverly Hills.” 
Others: the Sauterne, for Beverly 
Hills’ Richlor’s. The Sherry dressing 
-“Created and served at Lawry’s 
The Prime Rib, Beverly Hills.” 


> Seasoned Salt, a blend of salt, gar- 
lic and 15 other ingredients, orig- 
inated in Lawry’s restaurant—back 
in 1938. It was first introduced (in 
1939) in a tin container. However, its 
tin sifter cover and sliding top too 
often stuck together, bringing cus- 
tomer complaints. Furthermore, tin 
was hardly ornamental. 


Two years ago Lawry’s Seasoned 
Salt went to glass, a custom-molded 
(3%4-ounce net) bottle with special 
threads and a snap-on polyethylene 
sifter. In February, this year, a 
sparkling new, three-color, all- 
around foil label was added. 

“This,” comments Lawry’s vice 
president and treasurer, A. V. Will- 
mas, “was a direct bid for table 
acceptance.” 
>The foil’s classy good looks (red, 
brown and gray on aluminum) gave 
the product such “table acceptance” 
that it appears, in the original bottle, 


mails 





Square-Bottomed . . Lawry’s adopted 
square-bottomed bottles for its salad 
dressings because this design lends itself 
to good displays in supermarkets 


on the tables of 185 top restaurants 
coast-to-coast. When a restaurateur 
orders a minimum 10 cases (24 bot- 
tles per case), Lawry’s will imprint 
the customer’s name. The imprint, 
which makes Seasoned Salt a semi- 
private label, covers about one- 
fourth of total label area. Typically, 
one label reads, “Dine Fine at the 
Old Navarre—Denver.” Another, 
“Especially packed for Andersen’s— 
Pea Soup Restaurant, Buellton, Cal.” 

Not only does Lawry’s get its 
product—in the original package—on 
some of the nation’s best-dressed 
tables, but the various eateries sell 
lots of Lawry’s seasoned salt (and 
salad dressings) to “take out.” 


> Switch-over to glass increased the 
shipping weight of Seasoned Salt 
about 25°%. Lawry’s absorbed this 
extra cost, says it was worth it. 
Furthermore, the all-around label 
protects the product from bleaching. 
And restaurants—which go for “ex- 
clusives” in a big way—find them- 
selves with a colorful, table-accept- 
able package. Dollar-wise, they also 
find it cheaper to serve Seasoned 
Salt rather than expensive black 
pepper, which the seasoning replaces. 

“Table acceptance” is an old story 
to wine bottlers. They know what 
such acceptance can mean, saleswise. 
Many restaurants—the better ones 
anyway-—set their tables with wine 
labeled, “Especially bottled for .....” 
Lawry’s believes that salad dressing, 
fancy salt and other “luxury” items 
fit into the same category. 

The products’ color has much to 
do with its table appeal. And Lawry’s 
square-bottomed, telescoping bottles 
were designed to show a lot of prod- 


uct ... which is colorful: green for 
Garden Green dressing: red for 
Sherry dressing, etc. 44 





By Norman E. Kraff 
Director 
Food Research & Advertising 
Chicago 


It can well be remembered—not 
too far back—when the cracker bar- 
rel was considered a national in- 
stitution. Olives and pickles, too, 
could be found floating in briny 
liquids; prunes gathered dust and 
grime, with butter being sold from 
open tubs. 

These items number only a few of 
many things formerly sold without 
individual packaging. The “old fash- 
ioned” product display did not 
change overnight, but progress was 
gradual until today practically all 
items are dressed up in their “Sun- 
day best” and vie with each other to 
attract the attention of the busy 
housewife. The smart looking pack- 
age has clearly proved it is one of 
the world’s best salesmen. The best 
proof of this is clearly determined 
by continued sales increases. 

Let’s say, for the sake of sensible 
argument, there are several pertinent 
factors helping the parade of pack- 
age development from the bulk con- 
tainer to the present day graceful 
masterpiece. These include: 


1. Sanitation 
2. Control of freshness 


3. Better and more compact packing 
of items 


4. Easier opening and closing of 
packages 


5. Individuality of packaged item 
quickly portrayed 


6. Unlimited merchandising and ad- 
vertising assistance using the sides 
and ends of a package to promote 
a real selling story. 


>In the retail food channel possibly 


The Package That 


Puts 


the greatest success in package de- 
velopment have been scored. The 
extensive day-to-day traffic in the 
food store has been a large con- 
tributing factor wherein the type 
and design of packages had to keep 
step with the desires of the house- 
wife. 

Close behind the food store is the 
pharmacy where many packaged 
items, foreign to the strict drug field, 
are well displayed and sold in large 
quantities. Two other “heavy traffic 
outlets” are the household and de- 
partment stores—and even the gas 
filling station is devoting much space 
to package displays. 


>The package that “lives” puts 
“life” into sales is probably a simple 
way to say that successful selling 
items in retail outlets gained their 
niche through a package that was 
attractive, easy to see, conveniently 
sized for simple handling and com- 
plete with information for individ- 
ual use and combination with other 
products. 

Definite proof of how packaged 
goods sell in comparison with “old 
time” bulk items, is shown in a 
survey of the Du Pont Institute. It 
showed that 21% plus of the sales 
in retail stores can be attributed to 
“impulse buying.” It will have to 
be agreed that the package is a most 
important contributing factor in 
helping to make easy sales for mer- 
chandise. 

The “life” or desire that attrac- 
tive packages exert upon buyers is a 
scientifically determined point. One 
needs only take a trip through a 
retail store and come to the basic 
conclusion that certain colors mate- 
rially help in the display of pack- 
ages. Those colors that immediately 
attract the eye and blend in perfectly 
with the lighting scheme of the aver- 
age retail store have been definitely 
set for many years. 


Into Sales 


>The proper color, or combination 
of colors, must be used to give the 
proper “life” to a package. Many 
packages in the past have been 
poorly designed from the standpoint 
of color and even though the prod- 
uct might have been of the very best, 
had to be tossed upon the “mortality 
pile.” A package may be produced 
with excellent design, have a self- 
printed label, or one printed on 
paper, and turn out to be an awful 
mess because the colors were im- 
proper. 

If one would journey through a 
retail store and observe the various 
types of packages, together with the 
colors employed for the design and 
background, it would be clearly evi- 
dent that one color predominates 
yellow. Of course, a live orange color 
is on the side of yellow and many 
packages will be noted with this 
color. 

A close runner-up in the color 
category is red, with blue next and 
green trailing behind. 

One color that is disappointing to 
use in packaging design is brown. 
This color does not blend with store 
lighting rays and should only be used 
to convey an idea of the contents 
of the package and have a “live” 
color or two to give it needed 
assistance. 

One singular color should never 
be used. It should be combined with 
one or two other colors, with illus- 
trations and printing in a color of 
a darker nature. 
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> Which packages have stood the 
test of time? 


© “Tin Cans”... First in line is the 
old reliable “tin can” that holds so 
many different products we eat and 
use. It still leads the field in pack- 
aging, but many former users have 
switched to other types of packaging 
for several definite reasons. This 
switching, in several cases, has been 
due to necessity. At various times 
the source of raw materials has 
been difficult and in several instances 
packers have been compelled to use 
other containers. 

The regular “tin can” is ordinarily 
of the round design, although there 
is a trend toward the four-sided can, 
with its greater opportunity for illus- 
trations and printed information. 


® Glass Containers . . . The next 
most popular container is that pro- 
duced of glass. It has both advan- 
tages and disadvantages. From the 
standpoint of eye appeal, it certainly 
is advantageous to display the pro- 
duce and many items have been 
changed to glass packages and made 
steady increases in sales. 

Some glass packages have self- 
labels; others printed ones. The new- 
est label design is of foil. 

The two major disadvantages of 
glass packages are heavy shipment 
weight and breakage. Spoilage of 
items packed in glass has been 
greatly minimized by the perfection 
of better capping and sealing. 


® Cardboard Packages... The card- 
board box is still an accepted con- 
tainer for many items. The addition 
of waxed paper or cellophane liners 
has aided considerably in keeping 
qualifications of many cardboard 
packages. Usually in oblong or 
square designs, these packages lend 
themselves to good display and com- 
pact shipping. 

The cardboard container has ap- 
parently lost no ground to other 
forms of containers. On the contrary, 
many improvements have been 
made, especially greater fidelity in 
printing and new techniques such 
as the adaptation of fluorescent inks 
to give a very live tone to the pack- 
age display. 


® Plastic Packaging . . . Gaining in 
favor over the past few years is the 
plastic bottle, jar, tumbler, etc. Such 
containers are being most success- 
fully used for drug store products 
such as facial creams, deodorants, 
household sprays and many other 
items. The “Poly” container is not a 
stranger in the food stores either. 


© Transparent Packages . . . Consid- 
erable credit can be given to the 
manufacturers of the light-bodied 
transparent package. This form of 
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container is making long and healthy 
strides. Typical items thus packaged 
include meats, cereals, cookies, rolls, 
bread, fruits, vegetables, dairy prod- 
ucts, fish and even men’s shirts, 
neckwear and other garments. 
Whether one eats or wears the ar- 
ticle contained in a transparent 
package, these important facts are in 
the favor of such packages: 

1. Sanitary. 

2. Instant visualization of product 
contained. 

3. Reduction in spoilage due to 
handling. 

4. More inviting display of articles. 


® Foil Packaging . . . Foil packaging 
and foil application is not new but 
was only used in limited form until 
a few years ago. Suddenly packages 
started to be “dressed up” with foil 
and today one may see many foil 
packages and labels. It certainly can 
be said that foil lends a very rich 
and dignified appearance to many 
types of packages. 44 


New Supermarket Survey 
Shows Shoppers’ Habits 


The buying habits of supermarket 
shoppers are cataloged in a new 
consumer shopping study, “Latest 
Facts About Today’s Shopper in Su- 
permarkets,” prepared and released 
by E. I. du Pont de Nemours & Co. 
(Wilmington). 

One of the highlights from the 
survey booklet shows that today’s 
average shopper—usually the house- 
wife loaded down with groceries and 
children—makes seven out of ten 
buying decisions after she enters 
the store. This represents an increase 
over the two out of three buying 
decisions reported in a Du Pont 
study in 1949. 

In making the survey, the shop- 
ping habits of more than 5,000 
shoppers were studied during a nor- 
mal week, Monday through Satur- 
day, including evenings. The shop- 





pers were interviewed as they en- 
tered the stores. All items on the 
shopper’s list (written or mental) 
were recorded. Each shopper also 
was asked what brand, if any, she 
had in mind, and other information 
was recorded for the survey. 
Copies of the study are available. 


For your copy circle No. 723 on the 
Reader’s Service Card inside back cover. 


Folder Describes Metal 
Adhesive-Backed Labels 


Metal-Cal, a decal-type, adhesive- 
backed metal label, is described in 
a brochure issued by its manufac- 
turer, C & H Supply Co. (Inglewood, 
Cal.). Sample labels and a separate 
instruction sheet are also included 
in the folder. 

The Metal-Cals are printed on 
aluminum. To apply, Metal-Cals are 
soaked in water and a piece of pro- 
tective cellophane peeled off, expos- 
ing the adhesive back. The Metal- 
Cal is then applied to the product 
and rubbed with a roller. 

The aluminum foil labels are 
available in red, blue, black, green, 
yellow and natural aluminum. Ac- 
cording to the folder, designs can be 
worked out using any of the colors 
listed. Metal-Cals are produced in 
any dimensions up to 9x13’. Stand- 
ard die-cut shapes are available. 

In a handy little slit in the folder 
is a cellophane package containing 
a number of sample labels used by 
a variety of companies such as Chel- 
sea and U. S. Relay Co. 


For your copy circle No. 724 on the 
Reader’s Service Card inside back cover 


Fabrication of Vuepak 
ls Subject of Booklet 


Fabricating and decorating of 
Vuepak, Monsanto Chemical Co.’s 
(St. Louis) transparent rigid cellu- 
lose acetate packaging material, is 
the subject of a new booklet by the 
firm’s plastics division. 

The illustrated booklet describes 
various fabricating techniques, in- 
cluding vacuum forming, and such 
package fabricating procedures as 
cutting, folding, creasing, sealing, 
beading and drawing. Physical char- 
acteristics also are described. 

A special section is devoted to the 
use of Vuepak in such non-packag- 
ing applications as protective sleeves 
for business papers, wallet inserts, 
file tabs and laminated displays. 

Printing and decorating processes 
discussed include silk screening, let- 
terpress printing, dry offset printing, 
aniline printing, gravure, lithogra- 
phy and collotype. A complete list of 
equipment suppliers also is included. 


For your copy circle No. 725 on the 
Reader’s Service Card inside back cover. 
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By Earl J. Obermeyer 
Assistant Advertising Director 
Wildroot Company 
Buffalo, N. Y. 


A detective selling hair tonic? It’s 
a natural for Wildroot. 

Wildroot bought Fearless Fosdick 
from Al Capp because he’s an audi- 
ence getter for our famous line, “Get 
Wildroot Cream-Oil, Charlie.” And, 
in addition to being a valuable 
advertising property, Fearless is ob- 
viously a great value in all of our 
display material. Our appropriation 
for point of purchase advertising fig- 
ures roughly about 10% of our sub- 
stantial advertising budget. Detective 
Fosdick is making his appearance on 
every possible display piece. 

Point of purchase advertising at 
Wildroot is planned by the com- 
pany’s advertising department, with 
strong assistance from the sales de- 
partment. Until recently, all point of 
sale advertising here was supervised 
by one man—as is usual in most com- 
panies. This man was responsible for 
idea development, procurement and 
dissemination of all material of this 
nature. While this worked well, we 
now find that a committee has many 
more advantages. 


> The present point of purchase com- 


mittee at Wildroot is made up of 


a representative of the advertising 
department, the purchasing agent, a 
changing representative of the Wild- 
root sales department depending on 


WINDOW & STORE DISPLAYS 


Fearless Fosdick 
Captures Sales 
For Wildroot 


Al Capp's dauntless detective 


hero is directing his talents 


toward capturing sales for 
Wildroot Cream-Oil hair tonic. 


the avenue of distribution for the 
piece in question, and a creative man 
from Batten, Barton, Durstine & Os- 
born Inc. (Buffalo), which is Wild- 
root’s advertising agency. 

This arrangement works smoothly 
and effectively because it: 
@ Keeps the creative men free of 
detail. 
e Allows the best qualified men to 
actually purchase point of sale mate- 
rial. 


e@ Includes a representative of the 
men who will put the material to 
work. 

e@ Keeps the advertising agency in 
the picture. 

While Wildroot feels that print and 
broadcast advertising is the life blood 
of our business . . . advertising rep- 
resents our single biggest expendi- 
ture every year, which is typical of 
our industry . the company also 
feels that displays are almost as im- 


ARLES A 


Fosdick at the Barber's . . 


ear 
TOWN 


CREAM-OIL. q 
Charlie! — leant 


. Wildroot had this display designed for barber shop shelves 
Niagara Lithograph Co. (Buffalo) produced it 
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i'M NOT ANY FACE 27 1'M AN 
HONEST- TO-GOODNESS, LAWw- 
ABIDING LION J? IN FACT, 
i'M PRESIDENT OF 
THE LIONS 
CLUB OF BUFFALO, 
NEW YORK! 
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AT ANY TOILETRIES 
COUNTER. GET 
LDROOT 














BE ILLEGAL? 











YOU'VE GOT-chucni® -HOLES 
IN YOUR HEAD IF YOU DON'T 


portant. Displays not only sell our 
product on sight, but also help to 
make our advertising doubly effec- 
tive. In our files are many reports 
showing how displays at the point of 
sale increase our sales volume. We 
know, too, that while brand loyalty 
for Wildroot Cream-Oil is high, im- 
pulse plays a big part in the purchase 
of our hair products and all others. 


>In our creation of point of pur- 
chase material we try to hold to four 
simple rules: 

1. To make the 
where possible. 
2. To make it perform a service to 
the dealer or customer aside from 
selling our merchandise. 

3. To make it reflect the personality 
of our advertising. 

4. To buy in quantities that will 
make our dealers and salesmen ask 
for more. 


piece permanent 
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YOU CAN'T FOOL 
FOSDICK 27—NO SELF 
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Examples of these rules are our 
rubber floor mats, hair style charts 
for barber shops, kick-plate signs for 
the bottom of doors, wire floor racks, 
clocks and thermometers 


> Judicious buying enters in the pic- 
ture. Wildroot has found that when 
our salesmen lose their enthusiasm 
for a specific point of purchase piece, 
that piece ceases to be effective. 
Nothing kills a salesman’s enthusi- 
asm easier than having the same old 
material to work with month after 
month, year after year. To help 
maintain the enthusiasm of our men 
and dealers, Wildroot finds it wiser 
to pay a fraction more per display 
piece and to buy in small quantities. 

Although Wildroot products are 
sold through a variety of outlets, the 
point of purchase activity is directed 
primarily at barber shops, drug 
stores and food outlets. Barber sup- 


4@ Theme Setter... . Fearless Fosdick comic 
strip ads like this one appear regularly in 
newspapers and set the theme for Wild- 
root’s display program. 


ply dealer salesmen place point of 
purchase material in the barber 
shops for us. Wildroot salesmen cover 
drug outlets, and Wildroot food bro- 
ker men the food outlets. 


> Testing is part of every new piece 
of point of purchase material. Hand- 
made samples are tried on the trade 
before production. Outside color re- 
search companies have been used to 
determine color impact, eye appeal, 
memory factor and so forth, but the 
best test is through actual use. We 
rely on Wildroot salesmen to give 
us the final answer on the value of 
everything we create. 

Ideas for point of purchase mate- 
rial are the product of ccmbined 
Wildroot-BBDO thinking. We do not 
feel that lithographers, display bro- 
kers or any other outside interests 
know our point of purchase prob- 
lems as well as we do. We depend on 
them for refinements and production 
only. In this way we are not bound 
to any one supplier because of his 
idea, and we shop around for the best 
possible price. 

For instance, in Buffalo we’ve used 
the Manhardt Alexander Printing 
Co., Niagara Lithograph Co., Sale 
Lithograph Co. and Harry Hoffman 
& Sons, and we've also gone to the 
Robertson Paper Box Co. (Montville, 
Conn.) and even the Nashville Dis- 
play Co. (Nashville, Tenn.) 


> Wildroot’s theory about display 
material might sound something like 
this: 









Get WILDROOT 
y CREAM-OIL 
Charlie! 


WILDROOT 
a3 2. Ble 


HAIR TONIC 


Price Marker .. . This display has a tab 
that slips easily into a package. It also 
provides the druggist with space to mark 
prices. 





Peartess Pospick~y 
ie Get 


WILDROOT 
CREAM: OIL 
-< Charlie! 


Permanent . . . Wildroot offers permanent 


displays—like this wire merchandiser, 
produced by Nashville Display Co. (Nash- 


ville, Tenn.) —-wherever possible 


e If possible, display material should 
render a service to the dealer as well 
as sell our product. 


e The more permanent a display 
piece, the better. 


e@ The idea is all important . . . not 
frills or fancy die-cutting. 


e@ Buy just enough of every display 
piece to have our men work it once 
or twice. 


e@ Have more types of display pieces, 
more often, rather than huge quanti- 
ties of any one piece, as salesmen 
lose interest in the same old thing. 


> One of our biggest selling points, 
of course, is Fearless Fosdick, not 
only in point of sale material, but 
also in daily newspaper ads, con- 
sumer magazine ads, co-op ads, ra- 
dio and television commercial, match 
book covers, college newspapers, 
comic books, 24-sheet posters, car 
cards. Fearless is not only an audi- 
ence getter, but a salesman, a charac- 
ter that symbolizes Wildroot Cream- 
Oil. He’s making the phrase, “Get 
Wildroot Cream-Oil, Charlie,” more 
powerful than it has ever been be- 
fore. 

Wildroot announced early this 
year, before the company’s annual 
sales meeting in Savannah, Ga., that 
the intrepid detective character was 





to be the central figure in the com- 
pany’s advertising and promotion 
campaign this year. This decision 
was made after the company had 
tested Fosdick strips in many mar- 
kets. 

Fearless originally appeared only 
in Al Capp’s “Lil Abner.” Since 
Wildroot bought the exclusive rights 
to Fosdick, he still appears as a regu- 
comic strip in one respect . . . the 
newspaper ad schedule has been so 
arranged that the Fosdick strip with 
the Wildroot advertising message 
runs on the same day of each week 
in the same space. 


> In the weekly strips, Fosdick bat- 


tles continually with Anyface, the 
master criminal who can make him- 
self resemble anybody or anything. 
In the initial strip, Anyface, dis- 
guised as Fosdick himself, is be- 
trayed by his unruly hair. In other 
strips he has been known to take the 
form of Rita Garbage, the movie 
star; a fire extinguisher; a fire hy- 
drant, as well as several other per- 
sons or things. Each strip ends with 
an admonition from Fosdick to Char- 
lie, Capp’s version of Bud or Mac. 
We find Fearless to be a wonderful 
device around which to build Wild- 
root point of purchase display mate- 
rial. He gives it punch, which we like 
in our display material because it’s 
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ADVERTISING 


BANNERS 
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HOLLYWOOD CAN SUPPLY A STYLE, 
SHAPE AND SIZE FOR EVERY REQUIREMENT: 


@ OUTDOOR BANNERS 


@ MINIATURE BANNERS 


@ PENNANT STREAMERS @ PERSONNEL BADGES 


@ TRUCK BANNERS 
@ PRODUCT SASHES 


@ COMPLETE BANNER KITS 
FOR SALES MEETINGS 
@ DEALER DISPLAY BANNERS 


Pa eee 
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1954 L.N. A. FIRST AWARD FOR CAR CARDS 


This striking and colorful Lucky Strike car card was selected by the 1954 Awards Committee as the outstand- 
ing example of the best design using the lithographic process. Falpaco 5 ply single coated one side for 
offset was specified for finest reproduction by the U. S. Printing and Lithograph Corp., New York 


<> FA LULA H PAPER COMPANY 


New York Office — 500 Fifth . 





N. Y. 36 «© Mills: Fitchburg, Mass. 
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HANKSCRAFT 
DISPLAY MOTORS 


SELL MORE 
coKES® 


This refreshing display for Coca-Cola has 


boosted “coke” sales everywhere! You'll find 











many other famous names in action with 
Hankscraft Display Motors — the low-cost, 
trouble-free motor that runs for months 


without attention, on a single flashlight battery. 


FREE BOOK! 16 pages of detailed information and 
drawings on 11 basic Hankscraft models, special 
motor applications, and free engineering service 
that will help you plan the most effective 


animation for your dis play. 


THE HANKSCRAFT COMPANY, Dept. AR-10 
REEDSBURG, WISCONSIN 

Hand waves bottle with attention-getting life- 
’ like motion. 

Display for Coca-Cola Company 
“Coke” is a Registered Trade-mark 


Please send me FREE manual on Hankscraft Display Motors 


NAME 





THE HANKSCRAFT COMPANY °* REEDSBURG, WISCONSIN 


Sales Offices in these principal cities: 


CHICAGO © PHILADELPHIA © MINNEAPOLIS © NEW YORK ® DALLAS 
TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Company) 


STREET ADDRESS 


CITY ZONE STATE 


| 
| COMPANY 
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those last few feet when a customer 
walks into a store that makes or 
breaks a sale. As we once told our 
salesmen, making a sale is like play- 
ing golf—drive for show . . . putt for 
dough. Advertising is the drive 
display the putts. The dough is ee 
in those last few feet. 


Tufflite Displays Shown 
In Colorful New Folder 


In a colorful, well-designed folder, 
Tufflite (Ballston Spa, N. Y.) shows 
nine samples of its unusual sculp- 
tured displays, produced by Tufflite 
from Styrofoam. Some of the best 
known displays produced in this 
material are the huge “Seven” pieces 
for Seagram’s. 

Other examples shown in the 
folder are an “arctic” display for 
Kessler’s whiskey, a trademark re- 


production for Canadian Club, an | 


emblem for Florists’ Telegraph De- 
livery and a Christmas wreath for 
Imperial whiskey. 


Tufflite is lightweight and looks | 


like “frozen snow.” It is available in 
any color and can be used in a sculp- 
tured or molded form, in combina- 
tion with lithographic cardboard, 
with transparencies and in motion 
displays. It can also be die cut to 
unusual shapes and can be used for 
3-D letters. 


For your copy circle No. 726 on the 
Reader's Service Card inside back cover 


Foam Snow .... This attractive Christmas 
display for Pabst was fabricated of Styro- 
foam by Glo-Brite Products Inc. (Chi- 
cago). The unit is designed to hold a 
12-oz. bottle of beer in a pre-drilled well. 
Process screened in three colors, the dis- 
play is self-standing and measure 17” in 
height. A leaflet is available from Glo- 
Brite describing and illustrating four other 
display uses of Styrofoam 


For your copy circle No. 727 on the 
Reader's Service Card inside back cover 








AN IDEA IS CONCEIVED 


Quite often clients and friends ask the people at 
Nelson Associates, “Where do all your ideas 
come from?” The answer is summed up in seven 
words: “WE FIND A NEED AND FILL IT.” 


If a businessman wants to sell more of his 
product, the need has been found. Then, a 
practical selling idea is developed and an 
effective sales program is produced. The need is 
filled, from idea to complete program, all 
under one roof. 


Nelson Associates can develop a profitable sales 
program for your business. Send for colorful 
booklet, “WHAT MAKES US TICK.” 

You are invited to visit Nelson’s display of 
unusual premiums for Sales Promotion. 


NELSON (Associates, 


3114 Grand River Ave. Detroit 8, Michigan 


Member—Point-of-Purchase Advertising 
Institute, Inc. 


. for more details circle 842, page 111 


Advertising 
Requirements 


for 


Advertising Results 


TRY IT! 


AUUIAAUULIT 


No one needs to ask “What's Your Line?” when you present your 
products on the TEL-A-STORY Automatic Ad Projector. For point of 
;, 7 purchase, trade shows or sales demon- 
strations, the “stop ‘em, show ‘em, sell 
‘em” impact will fit any situation, sell 

any product—in action, in color! 


For the TEL-A-STORY story, 
write Dept. AR 14. 


PT pares 


+ ahha OL 


ONLY TEL-A-STORY, INC. 


$149.50 PEM hie toe le ee) 
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timer Unit Can Control 
Up to 17 Display Lights 


A timer unit that can control up 
to 17 different electrical loads and 
provide an almost endless variety of 
lighting effects for displays is de- 
scribed and illustrated in a leaflet 
distributed by Gale Dorothea Mech- 
anisms (Elmhurst, N. Y.). 

Called the “Magic Box,” the unit 
can be used to “dial” almost any 
lighting effect. Among the light ac- 
tions that can be produced are: 
chaser, speller, combination chaser 


WE MOVE 
TITIAN 


Here is how the folks who 
make Alligator Rainwear help 
their dealers to move their 
merchandise. This Alligator 
display rack is one of a series 
Tl tao. soe La doa ce 


and built for them. 


We can put our experience 
and “know how” to work for 
you. Just call or write us and 
a representative will call 


promptly. 


and speller and alternating flashers. 

The leaflet shows the Magic Box 
unit and also gives directions and 
suggestions for its use. 


For your copy circle No. 728 on the 
Reader’s Service Card inside back cover 


Folder Describes Book 
On Display Production 


Sample pages and a complete de- 
scription of a new manual, “Point of 
Purchase Cardboard Displays,” are 
included in a folder issued by Pres- 
entation Press (New York), pub- 
lishers of the book. 


Specialists in Design and Production of Counter and Floor Merchandise 


11 E. Walton Place * Chicago, Illinois 


Representatives in Principal Cities 


. . . for more details circle 802, page 111 
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SPECIALLY DESIGNED DOUBLE - COATED 
PRESSURE SENSITIVE ADHESIVE STRIP — 


Exceedingly strong adhesive tack over- 


small additional 
cov, TWIN-STICK 301 
on the back of easel dis- 
plays allows the display 
to be mounted on any 
vertical surface when 
counter space is not 
available. 


ADHERES 
TO ANY 
SURFACE 
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comes board: warpage. 


Durabl 


@ WRITE FOR LITERATURE 
AND SAMPLES TODAY 


RUBBER PRODUCTS CO. 
549 WEST FULTON STREET 
CHICAGO 6, ILLINOIS 
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The book is intended to be a man- 
ual for the planning, construction 
and production of cardboard display 
pieces. It contains more than 600 
illustrations, sketches, dummies and 
blueprints that have not been printed 
before. The book is priced at $15. 
Victor Strauss is the author. 

The folder outlines some of the 
material covered in the book, in- 
cluding chapters on the blackboard: 
the drafting board; a notebook chap- 
ter covering elements of display 
construction such as easels, shadow 
boxes, pockets, etc.; the plant proc- 
esses, and a displayman’s dictionary 
and buyers’ guide. Shown in the 
folder are sample pages from the 
blackboard, drafting board, the note- 
book and the plant chapters. 


For your copy circle No. 729 on the 
Reader’s Service Card inside back cover 


Catalogs Illustrate Line 
Of Christmas Decorations 


Cellophane and aluminum foil 
Christmas novelties such as gar- 
lands, icicles, imitation wreaths, 
metallic pine roping, artificial trees 
and Merry Christmas signs, are il- 
lustrated and described in a set of 
catalogs put out by Standard Cel- 
lulose & Novelty Co. (Richmond 
Hill, N. Y.) 

Some of the window and store 
display materials are available in 
rolls. Crinkle garlands, clear cello- 
phane, puffing foil, etc., are offered 
in rolls ranging from 14%” wide, 30’ 
long to 20” wide, 100’ long. 


For your copy circle No. 730 on the 
Reader’s Service Card inside back cover 


Copeland Publishes 


Folder on Displays 


Copeland Displays Inc. (New 
York) has issued an illustrated fold- 
er showing 17 unusual displays it 
has produced for national advertis- 
ers. The displays illustrated include 
engraving on wood and plastic: 
drawing and forming of thermoplas- 
tics; spraying, flocking, enameling, 
silk screening and hot stamping on 
plastics, fabrics and board. 

Most of the displays shown in the 
folder are merchandising units. One 
of the most unusual is a revolving 
Bible display for Oxford Bibles. The 
display, particularly unusual for the 
book industry, was offered to book- 
sellers on a cooperative basis. 

In addition to illustrations and in- 
formation concerning the 17 dis- 
plays, the Copeland folder contains 
a helpful list of information neces- 
sary for a display supplier to plan 
a job. 

For your copy circle No. 731 on the 

Reader’s Service Card inside back cover 
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An economical, yet highly effective technique for adding animation 
to motion pictures is through the filmograph process. 


By Robert B. Konikow 


Whenever discussion starts about a 
projected motion picture, somewhere 
along the line somebody suggests an 
animated sequence. This is usually 
met with enthusiasm, and then some- 
body else wonders out loud if the 
budget will stand it. That, too fre- 
quently, ends all talk of animation. 
The trouble is that, when the word 
animation is used, just about every- 
body thinks of the Hollywood enter- 
tainment cartoon. Sure, that’s anima- 
tion, but it isn’t the only kind. 

Animation means livening up, 
making alive, with the film connota- 
tion of being done with drawings 
rather than by photographing real 
people in live action. The Hollywood 
cartoon is one form of animation, but 
it isn’t the only one. Its techniques 
are based on making a new drawing 
for each frame of the motion picture, 
taking a photograph of one drawing, 
advancing the film, changing the 
drawing and taking another frame. 
When projected at motion picture 
speed, the drawings give the illusion 
of motion. But it takes 24 frames a 


second, or 1440 a minute and that’s a 
lot of artwork. There are ways of 
cutting down the number needed, but 
other demands of the process add to 
the basic figure. Any way you esti- 
mate it, full-cell animation takes a 
lot of man-hours and that runs up 
the cost. 

Fortunately, many of the effects 
needed in animation can be obtained 
at a fraction of this cost. To use full- 
cell animation to get these effects is 
something like using a pile-driver to 
drive a thumb-tack. Yet many of our 
filmmakers with their Hollywood 
background can’t think of animation 
without envisioning the assembly- 
line that is Disney. 


>The answer to the call for anima- 
tion today is the filmograph. This is 
a catch-all word, which can include 
anything only slightly more animated 
than a filmstrip to something only a 
little less complicated than Mickey 
Mouse. Basically, it is a method of 
capturing some illusion of motion on 
the screen by photographing still art- 
work, with the motion being intro- 
duced through motion of the camera. 


Many of you might have seen the 
commercial feature “The Titan,” a 
story of Michelangelo as seen 
through his work. This is an example 
of filmograph technique. One se- 
quence opens with a long shot of the 
magnificent statue of Moses. The 
camera moves in closer. It swings 
around the statue, viewing it from 
different angles. The lights move 
around the statue, shifting the shad- 
ows of the noble marble face. There 
is no motion of the statue itself, but 
you would swear it is alive. Carefully 
planned, magnificently executed, you 
have the illusion of motion. 

For another example, look at a 
short film, “The Negro Soldier,” pro- 
duced during the war for the govern- 
ment by Garson Kanin. To show the 
role the Negro had played in Ameri- 
can history—and to do it on a low 
budget — Kanin resorted to filmo- 
graph technique. At one point he 
filled the screen with the famous 
painting of Washington crossing the 
Delaware. It stayed full-screen long 
enough to obtain recognition from 
the audience. Then the camera 
started to move closer and closer to 
the painting, in one continuous mo- 
tion, until it came to rest on one of 
the oarsmen, a Negro. 


>This illustrates one of the basic 
techniques of the filmograph: the use 
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of still art, but with the illusion of 
motion created by motion either of 
the art itself or the camera. You can 
start with a large picture and truck 
in to emphasize a detail. You can do 
it in the reverse pattern by starting 
with a striking detail, and backing 
up the camera to provide orientation. 
Without altering the distance of the 
camera from the artwork, you can 
move the artwork from one side to 
the other, creating a panning motion. 
You can have the camera move from 
one element of an ad to another, re- 
peating the natural movement of the 
eye. Or these motions may be com- 
bined in any sequence. 

Another whole series of effects is 
based on the use of stop motion, 
where additions to or changes in still 
art are done while the camera is 
stopped. Suppose you are trying to 
back up this commentary with pic- 
tures: “The instruments on an auto- 
mobile dashboard measure speed, 
miles traveled, current, oil pressure, 
engine temperature and contents of 
gas tank.” In a regular movie, you 
might set up a camera in front of a 
dashboard and have an actor point to 
each of the dials as he named it. Of 
course, you would find that you 
couldn’t get actor, camera, micro- 
phone and lights all inside a standard 
car. So you would have to make a 
mock-up or perhaps borrow, direct- 
ly from the manufacturer, a dummy 
dashboard. This short sequence 
might become very expensive. 

In a filmograph, on the other hand, 
it would be a simple and inexpensive 
sequence. You would first get a good 
8x10 print of a dashboard. This would 
be easy to take with your own cam- 
era and flash gun, or a phone call to 
your local distributor would get you 
a stock photo from his manufacturer. 
This would then be mounted before 
the camera, either on a titler or, 
preferably, on a standard animation 
stand. Following the timing deter- 
mined by the commentary, you 
would start your camera rolling, stop 
it while you placed an arrow point- 
ing to the speedometer, run the cam- 
era for the appropriate length of 
time, stop the camera while you 
moved the arrow to the next instru- 
ment and so on. When the sequence 
is finally projected an arrow follows 
along with the commentary, direct- 
ing the viewer’s eye properly. 


>The same thing can be accom- 
plished in other ways. Instead of an 
arrow, a label can be applied, or a 
white line silhouetting the object. To 
get somewhat more fancy, a cell, air- 
brushed with a transparent gray, can 
tone down all elements of the picture 
except those you wish to call atten- 
tion to. 

This technique isn’t limited to sim- 
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ple arrows but can be used in more 
complicated ways. Suppose a scene 
starts with the front of a store on an 
empty street—no business. Pop on a 
sign on the window “Jones Widgets 
available here!” Pop on a crowd of 
people waiting to get in, filling the 
street. A sequence that shows how 
Jones Widgets build traffic, with mo- 
tion holding the attention of the au- 
dience and no strain on the budget. 

This technique has its variations, 
too. Instead of just popping a figure 
on or off, you can use a simple sub- 
stitution. A frown can be changed to 
a grin, by replacing one face with 
another. The intermediate steps can 
be ignored, and there will be no loss 
of effect in the sequence. The ways 
in which this can be combined with 
some of the other methods are ex- 
tremely varied. 


> Let’s look at a sequence which tells 

an old joke in a new way. The first 
shot is of three stores, side by side. 
Smith’s and Brown’s overshadow 
Green’s, which is a little building 
hemmed in by the other two giants. 
First a big sign—FIRE SALE—pop’s on 
over Smith’s, and after a moment’s 
hesitation, another sign—BANKRUPTCY 
SALE—pops on over Brown’s. Another 
pop-on shows people streaming into 
both Smith’s and Brown’s. The cam- 
era trucks in to a close-up of Green, 
standing in his doorway looking sad. 
His expression changes suddenly to 
one of happiness, as if he had got an 
idea, and he pops out of the picture. 
The camera pulls back and as it does 
so, we see a big sign over his door, 
with an arrow pointing down. It 
reads MAIN ENTRANCE, and the people 
are all streaming in this door. 

So far we have talked mostly of 
giving the impression of live action. 
These same techniques can be used 
to prepare animated charts, and chart 
presentations form an area in which 
animation is frequently of great help. 
As a general rule, it is helpful to have 
no more on the screen than what has 
been mentioned in the commentary. 
Put too much before your audience, 
and many of them will be reading 


“Never mind the presentation—just tell 
me the story!” 


the whole chart rather than follow- 
ing along with the commentary. 
Filmograph techniques help keep at- 
tention where it belongs and still 
maintain continuity. 


> Take the simple bar chart, a favor- 
ite of many chartmakers. Stop mo- 
tion techniques can be used to pop 
on one bar at a time while the com- 
mentator talks about that bar’s im- 
portance or meaning. A bar can grow 
by making it of colored paper, and 
pulling it through a couple of slits, 
one at the base, and the other at the 
top. 

More complicated charts can be 
revealed by gradually pulling back 
a piece that covers up all or part of 
the basic artwork. Organization 
charts can be made to grow, block by 
block, as each division or department 
is mentioned in the commentary. 
Such a chart can be enlivened by 
popping on a picture of the depart- 
ment head alongside his box. 

Some interesting effects, both for 
charts and for simulating live action, 
can be obtained by using two pieces 
of artwork. A hole is cut in one and 
the two are placed, one over the oth- 
er, on the animation stand. Then one 
is moved, at appropriate speeds, over 
the other while the camera is run- 
ning. The illusion of motion on a train 
ride can be obtained in this way. A 
parade can be shown moving by the 
window of a house. 


>The Navy has developed an inter- 
esting technique which they call 
“painting with light.” They mount 
a glossy still photograph in a frame 
that holds it by its edges only, and 
illuminate it both from the front and 
the rear. The still is partially trans- 
lucent. Behind it is placed a piece of 
cardboard with a cut-out arrow. This 
arrow has, in turn, been covered with 
a large piece of masking tape. After 
the camera, which is placed on the 
front side of the still, has been started 
the masking tape is slowly pulled 
away. This lets light shine on the 
back of the print and makes a light 
arrow visible on the front. 

This technique can be used to out- 
line objects, let a graph line grow and 
for other purposes. A variation of this 
technique is to set up a 2x2 projector 
on the back of the still, make a slide 
with the desired shape and project it 
on the glossy. By mounting the pro- 
jector on a swivel-head tripod, mo- 
tion can be added easily. Other ef- 
fects can be made by having the sym- 
bol start out-of-focus and then come 
into focus, or by having two projec- 
tors, each with its own symbol. 


> The filmograph can be as simple or 
as complicated as you want it to be 
or as it needs to be for the job it is 
called on to perform. Its early devel- 








opment during the war years was one 
of its simple forms. The Navy wanted 
to show filmstrips on board destroy- 
ers, but found that the needle 
wouldn’t stay in the groove when the 
ship was at sea. Their obvious solu- 
tion was to photograph the frames of 
the strip on 16mm motion picture 
film, and record the commentary on 
the sound track. This eliminated the 
problem of jumping needle, got rid 
of the annoying ‘beep’ signal, reduced 
the number of pieces of equipment 
by one, and made it impossible for 
the commentary to get out of sync 
with the pictures. 

This was a neat solution to the 
original problem, but there was an 
extra dividend! Having put it on film, 
it was simple to add some of the tech- 
niques of animation. Instead of slid- 
ing one slide on the screen and push- 
ing the earlier one off, there could be 
a straight cut, a fade-off and fade-on 
or even a cross-dissolve. Thus began 
the true filmograph. 

This simple filmstrip-on-film has 
advantages when it comes to dis- 
tribution. In spite of the greater cost, 
there are more 16mm sound motion 
picture projectors around than there 
are sound filmstrip projectors. Peo- 
ple prefer movies and are more fa- 
miliar with the requirements for ob- 
taining and using them. Since any- 
thing that comes on a motion picture 
reel and is shown with a motion pic- 
ture projector is obviously a movie, 
a filmograph outsells a filmstrip 
wherever the two are sold side-by- 
side. 

In making a filmograph, don’t 
freeze your ideas too soon. By get- 
ting a script writer who thinks vis- 
ually, who knows the potentials of 
the medium and teaming him up with 
an imaginative cameraman-artist 
who understands ideas, you will get 
the greatest impact out of your pro- 
duction. This kind of a team can take 
a simple idea and make it work won- 
ders for you—and without hurting 
the budget. Whether you approach 


. not too tall? ... not too thin? ... 
not too glamorous?—I think I have just 
the girl!”’ 





the filmograph as a simplified way of 
getting animation or whether you re- 
gard it as a distinct improvement on 
the filmstrip, you will find it a tool 
you should not neglect when you 
must tell a story on the screen. 44 





Demonstration Board . . 


. Designed for 
visual presentations, Visi-Graph is a new 
flannel board offered by Ohio Flock-Cote 


Co. (Cleveland). Visi-Graph, which acts 
on the self-adhering principle, uses no 
tacks, chalk, blackboard or glue. 


Ohio Flock-Cote Offers 


Flannel Board Sample 


A folder that includes a visual, do- 
it-yourself sample of the product 
along with descriptive literature is 
offered by the Ohio Flock-Cote Co. 
(Cleveland), manufacturer of the 
Visi-Graph Demonstration Board. 

According to the manufacturer, 
Visi-Graph, which is portable and 
uses no tacks, chalk, blackboard or 
glue, makes an excellent animated 
presentation for sales campaigns, 
dealer meetings, research findings or 
new products. 

The board itself measures 36x48” 
and is a sturdy composition board 
laminated with black Velourette 
flannel. It is used with the manufac- 
turer’s Velvette paper, one side of 
which has a self-adhering surface. 
The other side of the paper is coated 
with a velour finish made of rayon 
fibers. 

Displays are made by cutting the 
Velvette paper to size, peeling off the 
protective backing and pressing the 
self-adhering surface on the back of 
a picture, diagram, chart or slogan. 
When pressed against the board, the 
pictures or even small objects stay in 
place until it is desired to remove 
them. 

The folder, which is available from 
the company, lists prices as 24x36” 
Visi-Graph board, $12.95 and 36x48” 
board, $16.95. It includes not only a 
sample of the board, but several sam- 
ple presentation panels. 


For your copy circle No. 737 on the 
Reader's Service Card inside back cover 





























































Promotions, 
Premiums, 
Stereo-Mailer Vue offers ad- Prizes, Sales, 
justable focusing and inter-ocular d ° 
control — features usually found Education 


only in high-priced viewers! and many other uses 








; — (in quantity) 


| COMPLETE 
’ including 
viewer and 


self-mailing jacket 

















Write today for quantity discounts on Stereo 
Mailer-Vue and Stereo Duplicating Service 


NESTOR PRODUCTIONS, INC. 


Hollywood 46, Calif 





7904 Santa Monica Blvd 


. for more details circle 844, page 111 
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MORE WITH A 


Ve. ton" 


The Easel Portfolio That Dis- 
plays One Sheet at a Time 


As each sheet is viewed, it is 
flipped over the top. Special con 
struction allows all sheets to lie 
perfectly flat without expensive 
cloth hinging. Loose leaf. 

Simply lift Viewmaster by the 
front cover and the automatic 
easel sets it up firmly 

Carried in stock in four sizes 


SEND For Full Line Folder 


1708 W. Washington, Chicago 12 





. for more details circle 868, page 111 
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Grand Union Takes Training 
To its Employes 


Grand Union Co., a leading food 
chain, is training and retraining 
more employes than ever before by 
taking the training school directly 
to the trainee. 

The training school, or “classroom 
on wheels,” is a 33’ trailer complete- 
ly fitted out with personnel training 
equipment that was designed for its 
job by the Grand Union Co. and 
built by Stewart Coach Industries. 

“We are constantly seeking new 
ways to improve our already exten- 
sive program of personnel training,” 
says Lansing P. Shield, Grand Union 
president. “With the ‘classroom on 
wheels’ in operation, we will be able 


Inside the Classroom . 


to train and retrain many more em- 
ployes than we could in the past.” 


> The traveling classroom will cover 
the entire area in which the 300 
Grand Union stores operate. Length 
of visits will vary with the amount 
of training necessary. New stores, 
for example, where training is espe- 
cially important, will have the class- 
room for at least two weeks. 

The trailer carries cash registers, 
blackboard, motion picture and 
slidefilm projection equipment, as 
well as all the tools necessary for 
training checkers, dairy personnel 
and bookkeepers. With space at a 
premium, great ingenuity has been 


. . Cutout drawing shows the interior of Grand Union Company’s 


33x8x7’ ‘‘classroom on wheels.’’ The blackboard can be folded into the wall when not in 
use, while the cash register rolls out for training of checkers. At front and rear are col- 
lapsible counters for training in produce and dairy handling and for bookkeeper training. 
In the drawing, the rear counter is set up with cheese slicer in position. Scales and other 
implements also are part of the training equipment. A portable screen and projector for 
motion picture and slidefilms is provided. The ‘‘classroom,’’ which can accommodate 
classes of from four to 10 employes, is finished in birchwood paneling and is equipped 
with fluorescent lighting and air conditioning. The exterior is painted bright yellow, red 
and blue. The “‘classroom” trailer, which was manufactured by Stewart Coach Industries, 
is drawn by a 1954 Chevrolet sedan with special springs, heavy duty transmission, four- 
wheel trailer hand brake and attachment for the trailer’s directional signals. 
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utilized in making the classroom 
complete and at the same time effi- 
cient. For example, counters that are 
used for training checkers can be 
collapsed into desks for training 
bookkeepers. 

The “classroom on wheels” will 
accommodate classes of from four to 
10 persons. 


>The 33’ trailer is 8’ wide with an 
interior height of 7. Birchwood 
paneling, fluorescent lighting and air 
conditioning provide comfort for 
employes learning the “3 R’s” of the 
food business. 

Advertising-wise, the trailer will 
carry the Grand Union story into 
scores of communities and should 
attract favorable attention with its 
exterior painted a bright yellow, red 
and blue and bearing the message— 
“Grand Union Classroom on Wheels 
—Personnel Training for Friendly, 
Efficient Service.” 

The “classroom on wheels” is both 
a logical outgrowth and an integral 
part of Grand Union’s general train- 
ing program, according to Lloyd W. 
Mosely, company secretary and di- 
rector of personnel, and is intended 
to supplement rather than replace 
the company’s present training 
schools and on-the-job training 
programs. 


> Specifically, the “classroom on 

wheels” will be used: 

e To train personnel for new stores 

and stores which have been enlarged. 

e To train new personnel for present 

stores. 

e To recruit new personnel. 

e For the retraining of personnel. 

e As a mobile conference room. 
Grand Union’s classroom training 

program took in more than 2,000- 

one out of every four—employes last 

year. With the “classroom on 

wheels” in operation, it is expected 

that figure will reach new heights in 

1954. 44 





The blackboard swings out from the wall and 
another class is in session. The trainees pictured 
are being instructed in service to the consumer. 
In the background a Grand Union instructor is 
setting up a screen for the training film that will 


follow the lecture. 
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Bookkeeping classes also are a part of Grand 
Union's “classroom on wheels” training pro- 
gram. The instructor is using a chart to explain 
fundamentals, while trainees are seated at 
tables previously used as counters in the class 


for training checkers. 


Here the cash register has been swung into posi- 
tion and checking counters brought out to simu- 
late actual store conditions. The checking 
instructor demonstrates to a cashier the correct 
way to ring up a purchase, while another 
trainee plays the part of the customer. 


Two trainees in dairy handling are instructed 
in the fine points of cheese slicing, using a 
portable machine which is part of the equip- 
ment carried in the trailer. The dairy counter 
also is used for checker training and for tables 


in the bookkeeping class. 
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New Tape Playback Unit 
Fits Most Turntables 


A low-cost tape playback unit 
which works in conjunction with any 
78 rpm single-play phonograph turn- 
table and fits many automatic chang- 
ers is now available through Bell 
Sound Systems Inc. (Columbus, O.). 

The unit, which is designed to play 
pre-recorded tapes, is available in 
models to play tape recorded at ei- 
ther 334” per second or at 74%” per 
second. Reel capacity is 5’. Both 
playbacks are merely set on top of 
the turntable and are plugged di- 
rectly in the magnetic phonograph 
input of any high fidelity amplifier, 
or may be connected to any radio- 
phonograph equipped with a stand- 
ard magnetic pick up. 

A low-cost pre-amplifier, Bell’s 
2246, is available for use with other 
types of phono equipment. Both the 
375 tape playback model for 334 ips 
and the 750 model for 7% ips are 
10” square. Adjustable support legs 
make it possible to use the unit with 
any turntable, and complete installa- 
tion requires only a few minutes. 
Frequency response of the 375 model 
is from 50 to 6,500 cps, while the 750 





LONELY? 


You won't be with the kind of re- 
sponse your sales message gets from 


Advertising Requirements 
the most responsive magazine in busi- 
ness publication history. 


LFREE | 


responds from 50 to 10,000 cps. Both 
units are equipped with dual track 
heads and both retail for $29.95 net. 

Further information and details 


are available from the company. 


For your copy circle No. 732 on the 
Reader’s Service Card inside back cover. 


Fegley Predicts Wider Use 
Of Visual Aids in Selling 


The salesman of the future will 
carry a cutaway model of the prod- 
uct, a chart presentation, a movie, a 
set of physical demonstrators and a 
package of slides for good measure, 
in the opinion of Robert L. Fegley. 
manager of visual education in the 
Apparatus Advertising and Sales 
Promotion Dept. of General Electric. 


YOU SEE WHAT'S HAPPENING! 


BOARDMASTER Visual Control Saves You 
Time, Money. 
*% Gives Graphic Picture of Your Operations 
at a Glance. 
* Simple to Operate, Type or write on Cards, 
ap in Grooves. 


*% Ideal for Production, Traffic, Sales, Inventory, 
Scheduling, Etc. 


% Made of Metal. Compact and Attractive. 
Over 50,000 in Use. 


$49.50 with cards 


24-page illustrated 
BOOKLET No. R-200 
Without Obligation 


Full price 


Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36, N. Y. 


ie ae wa 


“Stereo-Realist’ type color slides 
duplicated and mounted, Each 75c 
Two .or more same originals, Each 60c 
2x2 color slide duplicates, Bach 30c 
Write for complete price list 


HEADLINER PRODUCTS 
P.O. Box 602 @ KANSAS CITY 41, MO. 


. . . for more details circle 816, page 111 


SALES PRESENTATIONS 
and TRAINING PROGRAMS 


6419 North California Ave * Chicago 45 * Phone AM 2-4141 
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Mr. Fegley, who said he thought 
such a combination package would 
be the best kind of visual sales pres- 
entation for future selling, told mem- 
bers of the Eastern Industrial Ad- 
vertisers Assn. (Philadelphia) that 
the old-style salesmen who feels the 
use of films and presentation kits is 
a chore will find himself outsold and 
outmoded. 

Pointing out that companies which 
do not supply their salesmen with 
modern selling tools will lose their 
sales positions, Mr. Fegley suggested 
five visual techniques a company can 
use to get its sales message across to 
prospects as well as to its own sales- 
men. They are: 

e Sample and model kits. 

e Desk top presentations like charts 
and slide viewers. 

e Exhibits and displays. 

e Staged presentations. 

e Projected media, including motion 
pictures, slides and slidefilms. 44 


Sheaffer Adopts Slide 
Viewers As Sales Aid 


Portable slide viewers have been 
adopted by the Sheaffer Pen Co. as 
an integral part of its sales presenta- 
tion to retailers. Distributed to all of 
its salesmen, the viewers are re- 
ported to be easier to handle than 
Sheaffer’s previous easel type pre- 
sentation. They are also more com- 
pact and reduce repeat costs. 

The viewers, called Port-A-View, 
are supplied in a holster-type case 
with a shoulder strap, carried like 
a camera case. Port-A-View projec- 
tion viewers are made by the FR 
Corp. (New York). The type being 
used by Sheaffer holds 40 slides that 
change automatically. The slides are 
enlarged over 414 times on the TV- 
type screen in the viewer. The whole 
machine weighs only half as much 
as most easel-type presentations 
previously used by Sheaffer. 

Most recent use of the viewers is 
in merchandising Sheaffer’s back- 
to-school advertising campaign to 
retailers. Aside from ad presenta- 
tions, future uses of the slide system 
by the company include new product 
introductions to dealers, views of the 
home plant and manufacturing proc- 
esses, examples of outstanding deal- 
er promotions and promotion of 
show cases. 

According to R. H. Whidden, sales 
vice president of the company, the 
slide viewers are about twice as ex- 
pensive as easel-type presentations. 
But Sheaffer expects them to make 
a big savings in presentation costs 
in the long run due to repeated use. 
Besides their presentation value, the 
biggest benefit, he stated, is the con- 
venience the viewers offer usually 
over-burdened salesmen. 44 





Many misunderstandings between printers and 
buyers arise because of a failure to 
understand “trade customs.” AR — 

presents a list of these 
industry standards. 


Many misunderstandings between 
printer and customer arise because 
the buyer fails to understand factors 
which are generally accepted as 
“trade customs.” Frequently the 
printer assumes that these standard 
practices are common knowledge 
and then runs into a host of beefs 
when he presents the customer with 
the bill. 

One outfit that isn’t taking any 
chances is Fenn & Fenn Inc. The 
New York color lithographer has 
produced a handy booklet, “Trade 
Customs in Printing,” covering both 
photo-lithography and letterpress. 

The introduction explains: “This 
booklet, illustrating the accepted 
trade customs of both the lithog- 
rapher and letterpress industry, is 
presented in the interest of fostering 
better understanding among those 
who are engaged in buying and pro- 
ducing fine printing, be it offset 
lithography or letterpress.” 

The 314x6” booklet, printed in two 
colors, contains 20 pages of helpful 
information. Because the booklet 
should be of general interest to ad- 


men, AR has requested permission 
to reproduce the contents. Complete 
copies are available, however, from 
Fenn & Fenn. For your copy, circle 
No. 701 on the Readers’ Service card 
inside the back cover of this issue. 


Trade Customs for 
Photo-Lithography 


e Orders ... Regularly entered or- 
ders cannot be cancelled except upon 
terms that will compensate the li- 
thographer against loss. 


e Experimental Work . . . Experi- 
mental work performed at customer’s 
request, such as sketches, drawings, 
composition, plates, presswork and 
materials will be charged for. 


e Sketches and Dummies ...Sketch- 
es, copy, dummies and all prepara- 
tory work created or furnished by 
the lithographer shall remain his ex- 
clusive property and no use of same 
shall be made, nor any ideas obtained 
therefrom be used, except upon com- 
pensation to be determined by the 
owner. 


PRINTING & BINDING 


e Drawings, Negatives and Plates... 
Artwork, drawings, negatives, posi- 
tives, plates and other items, when 
supplied by the lithographer, shall 
remain his exclusive property, unless 
otherwise agreed in writing. 


e Alterations ... Proposals are only 
for work according to the original 
specifications. If through customer’s 
error, or change of mind, work has 
to be done a second time or more, 
such extra work will carry an addi- 
tional charge at prevailing rates for 
work performed. 


e Approval of Proofs . . . If proofs 
are submitted to the customer, cor- 
rections, if any, are to be made there- 
on and the proofs returned to the 
lithographer marked “O.K.” or “O.K. 
with corrections” and signed with 
the name or initials of the person 
duly authorized to pass on same. If 
revised proofs are desired, request 
must be made when proof is re- 
turned. The lithographer is not re- 
sponsible for errors if work is com- 
pleted as per customer’s “O.K.” 
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e Press Proofs ...An extra charge 
will be made for press proofs, unless 
the customer is present when the 
plate is made ready on the press, so 
that no press time is lost. Presses 
standing awaiting O.K. of customer 
will be charged for at current rates 
for the time so consumed. 

e Color Proofing . . . Because of the 
difference in equipment and condi- 
tions between the color proofing and 
the pressroom operations, a reason- 
able variation in color between color 
proofs and the completed job shall 
constitute an acceptable delivery. 

® Quantities Delivered ...Overruns 
or underruns not to exceed 10% of 
the amount ordered shall constitute 
an acceptable delivery and the ex- 
cess or deficiency shall be charged or 
credited to the customer proportion- 
ately. 

© Customer’s Property ... The li- 
thographer shall charge the cus- 
tomer, at prevailing rates, for han- 
dling and storing customer’s paper 
stock or customer’s lithographed 
matter held more than 30 days. All 
customer’s property that is stored 
with a lithographer is at the cus- 
tomer’s risk, and the lithographer is 
not liable for any loss or damage 
thereto caused by fire, water, leak- 
age, breakage, theft, negligence, in- 
sects, rodents or any other cause 
beyond the lithographer’s control. It 
is understood that the gratuitous 
storage of customer’s property is 
solely for the benefit of the cus- 
tomer. 

e Delivery ... Unless otherwise 
specified, the price quoted is for a 
single shipment, F.O.B. customer’s 
local place of business. All estimates 
are based on continuous and uninter- 
rupted delivery of complete order, 
unless specifications distinctly state 
otherwise. 

© Terms... Net cash 30 days, unless 
otherwise provided in writing. All 
claims must be made within five days 
of receipt of goods. 

@ Delays in Delivery ... All agree- 
ments are made and all orders ac- 
cepted contingent upon strikes, fires, 
accidents, wars, flood or other causes 
beyond the lithographer’s control. 
e Paper Stock Furnished by Cus- 
tomer ... Paper stock furnished by 
the customer shall be properly 
packed, free from dirt, grit, torn 
sheets, bad splices, etc., and of the 
proper quality and specifications for 
the lithographer’s requirements. Ad- 
ditional cost due to delays or impaired 
production on account of improper 
packing or quality shall be charged 
to the customer. 


Trade Customs for 
Letterpress Printing 


@ Quotations ... All quotations are 
based on work being performed dur- 
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ing regular straight time working 
hours and conditions prevailing at 
date of quotation and are subject to 
amendment or withdrawal at any 
time prior to the receipt and acknowl- 
edgment by the printer or any ac- 
ceptance thereof. 

e Prices ... All prices are based on 
the written specifications, the work 
to be begun at once and carried on 
continuously until completion. Prices 
on non-estimated work and reprints 
of both estimated and non-estimated 
work are subject to change without 
notice. 

e Orders . . . Orders received and 
accepted by the printer cannot be 
cancelled except upon terms that will 
compensate against loss. The cus- 
tomer guarantees the legal propriety 
of all matter submitted to the printer 
for printing and/or publication; and 
will indemnify the printer against 
all claims and responsibility arising 
from the printing and /or publication 
of such matter, including the legal 
expenses and disbursements incurred 
by the printer in contesting the same. 
© Experimental Work .. . Experi- 
mental work performed on orders, 
such as sketches, drawings, composi- 
tion, plates, presswork, and mate- 
rials, whether or not similar to those 
specifically enumerated in the con- 
tract, will be charged for at current 
rates. 

e Sketches and Dummies .. .Sketch- 
es and dummies furnished by the 
printer shall remain the property of 
the printer and no use of same shall 
be made, nor any idea obtained 
therefrom be used, except upon com- 
pensation to be determined by the 
owner. 

e Artwork, Type, Plates .. . Art- 
work, type, plates (including litho- 
graphic plates), engravings, electro- 
types, negatives, positives and other 
items when supplied by the printer 





“Aren't you almost through running our 
wedding invitations, Gus?” 


shall remain his exclusive property, 
unless otherwise agreed upon in 
writing. 

e Proofs . . . Proofs, not in excess 
of two sets, will be submitted with 
original copy. Corrections, if any, 
must be plainly written in the mar- 
gin of the proof and returned with 
the original copy to the printer 
marked “O.K.” or “O.K. as cor- 
rected” and signed by the one duly 
authorized to pass on same. If re- 
vised proof is desired, request must 
be made for the same when the first 
proof is returned. No responsibility 
for errors is assumed if work is 
printed as per customer’s “O.K.” 

e Alterations ... Time consumed by 
reason of author’s alterations of 
copy, changes made in work or ma- 
terials, detention of presses, and 
other delays caused by customer will 
be charged for at current rates. If, 
through printer’s error, work has to 
be done over, there will be no extra 
charge, but if, through customer's 
error or change of instructions it 
must be done a second or third time, 
such extra work will be an addi- 
tional charge. Such changes will be 
charged for at current rates for com- 
position or any detention of presses. 
e Standing Matter for Book and Job 
Work .. . All standing type matter 
held at the customer’s request longer 
than 30 days is subject to a monthly 
charge for storage. 

e Press Proofs ... An extra charge 
will be made for press proofs when 
requested unless this form of work 
is called for when estimate is given. 
Customer should be present when 
the form is made ready on the press 
so that no press time will be lost. 
Presses standing idle awaiting “O.K.” 
from customer will be charged for at 
regular production hour rates. 

© Quantity Delivered ... As it is 
practically impossible to produce ex- 
act quantities, it is agreed that a 
margin of 10% be allowed for over 
or short count, same to be charged 
for or deducted at the per thousand 
production price, which is the total 
price of the order, less the prepara- 
tion expense, pro rated per thousand. 
e Postal Cards and Stamped En- 
velopes . . . Since the purchase of 
postal cards and stamped envelopes 
involves a cash expenditure, cus- 
tomers must furnish these with their 
order. If they are not so furnished, 
an extra charge of 10% of their cost 
will be made to cover additional 
services in securing them. 

e Handling Paper Stock ...A time 
charge will be made for receiving, 
opening and handling of paper stock 
supplied by the customer. An addi- 
tional time charge will be made for 
paper that requires conditioning. 

e Storage Charges for Paper Stock 
... A monthly storage charge will be 





made on all stock held by the printer 
longer than 30 days. 

e Customer’s Property ... All plates, 
cuts, paper and other property are 
held at customer’s risk, and printer 
assumes no responsibility for loss or 
damage by fire, water, or from any 
other cause, whether or not similar 
to those specifically enumerated. 

e Delivery ... Unless otherwise 
specified, price quoted is F.O.B. cus- 
tomer’s sidewalk. All estimates are 
based on continuous and uninter- 
rupted delivery of complete order, 
unless specifications distinctly state 
otherwise. 

e Terms... Net cash, unless other- 
wise provided in writing. Interest 
charged on past due accounts. All 
claims must be made within five days 
of receipt of goods. 

e Agreements ... All agreements 
are made and all orders accepted 
contingent upon strikes, fires, acci- 
dents, war, unusual market condi- 
tions, or other conditions beyond 
printer’s control, whether or not 
similar to those specifically enumer- 
ated. 44 


English Firm Develops 
New Fluorescent Inks 


A new line of fluorescent letter- 
press and offset inks has been devel- 
oped by Dane & Co. Ltd. (London). 
The new inks are said to have con- 
siderable advantages over earlier 
types. 

The new inks are rated at a nor- 
mal life of three months of outdoor 
exposure. Norman Gaunt, John 
Waddington Ltd. chemist, cooperated 
with Dane and Switzer Bros. (Cleve- 
land) in the development. 

Basic factor in the new inks was 
a reduction in particle size, fine 
enough for letterpress work. The 
new inks give best results when 
viewed obliquely or from a dis- 
tance. 44 


Freedman Produces New 
Bulletin on Die-cuts 


A new illustrated bulletin show- 
ing a variety of uses of die-cuts has 
been prepared by Freedman Cut- 
Outs (New York). Illustrated are 
examples of direct advertising and 
point of purchase uses. Numerous 
examples of attention-getting “pop- 
up” mailings and merchandising dis- 
plays are shown in the bulletin. In 
addition, Freedman will supply sam- 
ples of paper glasses in various 
shapes for viewing 3-D productions 
and the plastic novelty ‘“Eclipso- 
Glass” for viewing eclipses and other 
solar phenomena. 


For your copy circle No. 733 on the 
Reader's Service Card inside back cover 


z 4 switch from this 


Pre T ye | 


NOW. -» YOU CAN DO 


Anyone can produce beautiful 
plastic bound books in 
these 2 easy steps: 


en 


Punch sheets and covers of any size or 
weight, quickly, accurately 


Bind up to 250 books an hour with colorful 
GBC bindings—%6" to 1Y¥_” diameter. 


PLASTIC BINDING 


IF YOU WANT TO IMPROVE YOUR CATA- 
LOGS, PRESENTATIONS, REPORTS, MAN- 
UALS ... YOU'LL WANT THIS FREE BOOKLET 


Learn how you can definitely im- 
prove the effectiveness of all your 
typewritten, printed, duplicated or 
photographed material. Richly illus- 
trated in full color, this just-off- 
the-press folder shows eye-catch- 
ing, distinctive examples of Cerlox 
plastic binding and GBC Covers. 
Get your free copy. No obligation. 


RIGHT IN YOUR OWN OFFICE 


Bind all sizes of loose pages—any printed 
or duplicated material with compact 
GBC plastic binding equipment... in 
a matter of seconds. You’ll add prestige, 
color, utility, attention-compelling ap- 
pearance and increase the effectiveness 
and life of your literature. Pages lie per- 
fectly flat...may be inserted or re- 
moved any place in book. Save money, 
too. Anyone can operate. 


- SEND FOR FREE, FULL-COLOR BOOKLET TODAY! 


om mo edcwa 

3 2 eran systtms 

3 ———\ 
oeroe 


General Binding Corp., Dept. MM-9 
812 W. Belmont Ave., Chicago 14, Ill. 


GENERAL BINDING CORPORATION 
Dept. AR-10 812 W. Belmont Ave., Chicago 14, Ill. 


Please rush my copy . . . without obligation . . . of 
your new illustrated booklet. 
Name 


Organization___ 


Se 





Zone State. 











REACHES 
MORE 
ADVERTISING 
AGENCIES 


than any other publication. 
If you sell advertising 
services, materials and 
equipment to or through 
agencies, your ad in AR 
will reach the top in 
response. 


ADVERTISING REQUIREMENTS 
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Tye 
DAY-GLO 


SNE LLC 


TC 


@ New Sunbonded 
DAY-GLO retains its 
eye-appeal at least 
twice as long as Regu- 
lar DAY-GLO. Specify 
Sunbonded DAY-GLO 
for your summer 


24-sheet postings. 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 

4732 St. Clair Ave. + Cleveland 3,Ohio 
IN CANADA: STANDARD SALES COMPANY 
4097 Madison Avenue, Montreal 28, Quebec 
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4.¢cOLOR 
ADVERTISING 
LITERATURE 


for the price of 2 


This free booklet explains how 
your advertising and sales 
literature can be produced in 
full color lithography at 
prices never betore possible. 
H. S. Crocker’s exclusive 
Colorform method is even for 
a limited budget. 


Write today 
for your 

free copy 

to the nearest 
H. S. Crocker 
office 


Dept. A-10 








H. S$. CROCKER CO., INC, 


San Francisco Los Angeles 


720 Mission 2030 E. 7th 
Chicago New York Baltimore 
350 N. Clark 100 Hudson 1600 S. Clinton 
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Improved Binding . . 
ample of Spiral Binding Co.’s improved 
wire bindings. Reportedly, the new bind- 
ing has a unique wire formation that 
prevents pages from slipping loose. 


. This is an ex- 


Improved Wire Binding 


Developed by Company 


Spiral Binding Co. (New York) 
has announced the development of 
an improved mechanical book bind- 
ing. According to the company, a 
unique forming of the multiple wire 
binding keeps sheets from slipping 
out. 

Called the Lino-Lok, the new 
binding also allows pages to lie flat 
and keeps them in alignment. The 
binding is available in exposed and 
semi-concealed types. Lino-Lok has 
a minimum binding edge of 2” and a 
maximum of 24”. It binds a mini- 
mum book thickness of 3/16” and a 
maximum of 1%”. 44 


Bostitch Introduces 
New Saddle Stapler 


A saddle stapler which comprises 
the operating mechanism of the well 
known B8S stapler mounted on a 
specially-formed saddle base with 
the clincher at the peak of the saddle 
has been introduced by Bostitch 
(Westerly, R. L.). 

The back of the B8S saddle stapler 
base is curved so that wide pages 
will roll up to permit stapling of 
pages up to 12” wide. The new 
stapler loads with pre-formed staples 
with 44” legs and will staple book- 
lets, dummies, folders, programs, etc. 
from eight to 128 pages of medium 
weight stock. 

Attractively finished in black 
enamel and chromium, the saddle 
stapler is equipped with a rubber 
foot to protect the desk and keep the 
machine from sliding. It is especially 








THROWING CURVES! 


Or a sales pitch that strikes home . . . and 
sells the client! Put your sales message between 
the covers of a Belford Clareport*—it presents 
your facts in a clear, business-like way—your 
pitch will ‘strike home” every time! 

Clareport*—ideal for sales manuals, esti- 
mates, price lists, etc., is a transparent front 
cover with Strathmore Beau Brilliant back 
cover-stock in 8 colors. 

Clareport* are made to hold standard 11” 
x 82" sheets. (Special sizes to order.) 25c 
each for 1000, 30c each for 100. 


FREE: Send for Sample 


Belford 


Company, Inc. WP, 


317 W. 47 St., Dept. K-1/= 
New York 36, N. Y. > 
Plaza 7-5950 





We make easel bind- 
ers and presentation 


binders for particu- \ 
lar sales problems. ’ . 

Write or phone. by f 
*U.S. Pat. 2480917 { 


. . » for more details circle 772, page 111 


Want to see 
the Unusual 
in Sales 
Ammunition? 


SLOVES 


portfolios 
sales kits 
easel binders 
merchandise. 
presentations 


Algonquin 5-2552 


Fastest Service 
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helpful to churches, clubs, schools, 
letter-shops and others which make 
up mimeographed folders. It also is 
recommended for making up print- 
ers dummies without interfering 
with the work of the regular stitch- 
ing department. 

The saddle stapler is priced to re- 
tail at $12.95, slightly higher in the 
West and Canada. Complete infor- 
mation is available from the com- 
pany. 


For your copy circle No. 734 on the 
Reader’s Service Card inside back cover 


Seven Plastic Binding 


Examples Illustrated 


Seven of Plastic Binding Corp.’s 
(Chicago) most popular Plastico 
plastic binders are illustrated and 
described in a booklet put out by the 
company. The booklet itself is bound 
in plastic and has a clear Vinylite 
cover. 

Among the styles shown are a two- 
piece, stepped-down cover with title 
stamping on the backbone; a one- 
piece wrap-around cover with nar- 
row-back; a one-piece, fully-con- 
cealed cover and two-piece Vinylite 
plastic covers. The binders are de- 
signed for catalogs, sales presenta- 
tions, samples books, etc. 

The company also produces Vinyl- 
ite rigid sheets for use as pages or 
covers. Prices of the sheets, which 
range from $1.20 each for one to 
24 sheets of 20x50’, .010 thickness, 
to $2.72 each for from one to 24 
sheets, 20x50’, .010 thickness, are 
listed in the booklet. 


For your copy circle No 
Reader's 


735 on the 
Service Card inside back cover 


Folder Tells How To 
Do Plastic Binding 


How to plastic bind booklets, cata- 
logs, sales presentations, etc., in 
ordinary office surroundings using 
General Binding Corp. (Chicago) 
equipment is outlined in a folder 
produced by General Binding. The 
folder illustrates how a plastic- 
bound book can be produced in four 
steps. 

Two different models of punching 
and binding machines manufactured 
by the company are described and 
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Service Mounting & Finishing Co., 
A division of 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 
CAlumet 5-3224 
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“Did You Say 21,0002” 


That's right!—AR’s 21,000 

readers include key executives 

in all recognized agencies and all 
listed advertisers with an ad budget of 
over $25,000. Solicit a bigger share of 
this $3 billion market with your sales message in 


ADVERTISING REQ 


UIREMENTS 
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NOW from Coast to Coast 
Printers are Printing With 
INCO’S 
DAYLIGHT FLUORESCENT 
Original ONE IMPRESSION 


YN / 


Mii 


INK OF LIGHT 


BRIGHTENING AMERICA’S SCENE 


Creating New Sales 


Here at last is a new sales tool for print- 
ers. You can create sales that formerly 
would have been lost to other processes. 
Sell the brilliance of this new ink as an 
attention-getting idea—on magazine in- 
serts, direct mail pieces, window and 
bumper streamers, posters, cards, labels, 
blotters, etc 


Write for free color specimens and quota- 
tions, or get trial kit of V4 Ib. each of five 
different colors for $5.00 


The INCO Co. 


Creators and Manufacturers of 
INC-O-LITE Fluorescent Inks 


2372 W. 7th St. Cleveland 13, Ohio 
Main 1-1834 
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COUPONS ARE 


@OUET” susiness 


@ EUREKA designs and prints coupons 
for the country's leading users 
@ EUREKA coupons have that 
‘valuable’ look — printed on ESPCO 
safety paper 
@ EUREKA coupons are protected 
against counterfeiting 
@ EUREKA can serial number your 
coupons for added safety 
Enlist this EUREKA know-how for a successful 
coupon promotion. 
Write for samples to: 


EUREKA 
Pe SPECIALTY 


N PRINTING 
COMPANY 


567 Electric Street, Scranton 9, Pa 
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illustrated. GBC Model 12 machines 
are the small, lightweight combina- 
tion and GBC Model 16, the larger, 
more complex duo, containing an ad- 
ditional 4” section of punching dies, 
etc. Special features of the different 
model machines are described, and 
the folder also lists 12 advantages of 
using the GBC plastic binding sys- 
tem. 

Two different types of plastic 
bindings are listed as available—nar- 
row-back, designed for presenta- 
tions, easels, one-piece and wrap- 
around covers, and wide-back, de- 
signed for economical two-piece 
cover styles. 


For your copy circle No. 736 on the 
Reader’s Service Card inside back cover 


Special New Holiday Gift 
Checks Feature Pictures 


Bank checks decorated with scenic 
pictures, designs and blond young 
ladies have been introduced by the 
Bank of Manhattan (New York). 
The bank commissioned a well 
known young painter, Lumen Mar- 
tin Winter, to create the pictures and 
designs for the checks. 

The decorative checks were de- 
signed for special occasion gifts— 
such as birthdays, weddings, gradua- 
tion, Christmas, etc. One check, 
showing a blond young lady with a 
cornucopia, is intended as a general 
gift check. Mr. Winter’s designs give 
the checks a colorful, holiday ap- 
pearance unlike the formal checks 
generally used by banks. 

The checks are accompanied by 
matching gift folders and separate 
white envelopes which can serve for 
mailing or as a “gift wrapping.” Each 
set, consisting of the check, jacket 
and envelope is packed separately in 
a glassine envelope. The sets cost 
the purchaser 25¢ each, and the pur- 
chaser need not be a customer of the 
bank. 

The Bank of Manhattan is offering 
the new service to make gifts of 
money more attractive. 44 
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Rip out page four . . . we just got a last 
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for less than 1'/2¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

to the nearest Crocker office. 
Dept. A-10-A. 


SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark 

NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 
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science has mechanized 
silk screen printing! 


Originally, silk screen printing was a 
100% by hand process. Stencils, print- 
ing, racking for drying were all done 
manually. But now, thanks to science. 
stencils are cut photographically ; print- 
ing, done on automatic presses. More 
than ever before, silk screen is the 
process for short run printing, from 25 
to 10,000 copies. 


If you aren’t using screen process print- 
ing now, you should try it! See classi- 
fied telephone directory for screen 
printer nearest you. Published by a 
group of members of SPPA in the in- 
terests of silk screen printing. 
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Preferred Sources for Services and Supplies 


e Advertisements mm this section limited to three inches 


Type Calculators Handbooks 


P ick a Bonu S FAST— EASY TO USE : COST ESTIMATOR 


A turn of the dial peat = Saves Time and Money 

and you have the Se Simplified Guide for Men in Advertising, Mail 
character count, per > A Order— i! Buyers or Sellers of Printing 
line, to fit your type ’ 


a a layout ... for the 
ombination prevent ia "hse! 
present-day use. 
— Handy folder illus- 
trates the sizes for 
type-styling guid- 
ance—also shows 
popular display |} 
faces. Complete kit 
; $2.95, postpaid. 
Circular on request. 


CASGEL SERVICE, 493 Foch Bivd., Mineola, N. Y. 


New, Printing and Mailing Cost Estimator gives 
for more details circle 781 page 111 cost figures ‘in a jiffy’’. Includes comparative 
° ’ 


cotinntes on Typesetting, eo Hy ee 
‘ aper, Folding, Envelopes and ailing Services. 
Here’s a pack- 


Covers all types of printing. Includes a simpli- 
‘ a fied course in Mail Order explaining tested ways 
age deal that’s Direct Mail of improving your mailing results. Especially 


valuable for Advertising, Mail Order & Direct 
fit to be tied and Mail Men, as well 


as buyers and sellers of 
printing 


wrapped for iiciaiaceds ae ee as 
economy! Com- KNOW THIS SOURCE! . rl ytl like this Estimat 


a > it’s a Easy ~_ Use, Accurate. 7 it 
. ... for printed REPLY CARDS zs Gree. Send name sad Gepost of $8.00. (7 yon 
bine your insertions in any and SELF-MAILERS (with de- et aes, Gk Pe ee ces 


over 7 days. If not 100 per cent satisfied re 
tachable Reply Cards) —our na- - 


‘ turn and full deposit will be refunded. Save 
Ss a t ity! coin Time. Know Your Costs—Send for the Snyder 
two or three of these cay Gnaieae No une dees Printing & Mailing Cost Estimator Today. 


: : ced % Special offer for premium salesmen 
for colored stock. Speedy deliv- d Seer 

publications, wy by parties Galtenan. Vero “lemmell Estimating Handbooks Associates, DeKalb, tll. 
pleasant surprise, write or phone Need 
for price list and samples . for more details circle 796, page 111 

F. HASKELL PTG. CO. 


e Advertising Requirements 10 Hanover St., NY 5, WH3-9350 x Mimeographing 


. . . for more details circle 821, page 111 te 7 
e Industrial Marketing ———_-_---—-——————— 


oe 
eee dL At ae ALL EOCRAPHING 
° Advertising Age DELS CEN eae az WHOLESALE | 


includes FREE color layout. Finished ort and mechanicel — Wat mmarecmed 
typesetting — photography — retouching — color proofs — 4 PAPER GOOD LAYOUTS 
color process printing — cooted postcard stock — NO EXTRAS! ®DRAWI 6S AT SMALL 
*Auitiple sizes, dealer imprinting, and drop shipments available EXTRA cost 
®PROMPT SHIPMENT-- | ADDITIONAL 
, 
FREY SALES ORG. 20 Branford PI., Nework 2, N. J ae M's $4.50 
5 ’ , ®GIVE US A TRIAL-SEND “‘anauee-amenk 
Advertising Publications, Inc. Sage US YOUR ORDER TODAY 
. for more details circle 798, page 111 ®ASK ABOUT OUR NEW AREAS, ADD 10% 
OFFSET DEPARTMENT 5 


{S OFFSET PRINTING, 
JOY inoustaies OUR LATEST 


Advertising Specialties | | pe | Seeeane 


issued by 


Write tor FREE descriptive price list and samples 


By combining your total 


Los "ANGELES 19" CALIF 
. for more details circle 829, page 111 


Color Reprints 


number of insertions you 


OUR ADVERTISING SPECIALTIES SELL! 


PLANNED REGULAR MONTHLY USE OF A 
extcurys SPECIALTY CAN STIMULATE OLD AND BUILD 


discount for each, and the rae NEW BUSINESS. WRITE TELLING US 


8D wise'to seo. cer os susmr samnas, ay ITER Leal) A dae) eae 
ne on = IDEAS AND QUOTATIONS. NO OBLIGATION 7 


minimum rate-holder | pr see dhe Ant 
a Prints from Kodachrome or ere 
aap gare oe Enctenpriacs copy? Write GEM for samples and 
: 824 LINCOLN AVE LANSING 10, MICHIGAN ee ee eer 
regulations apply for ations, too, on full color brochures, 
mailers, post cards. 


Pree arte tes erent 


earn the best frequency 


: . for more details circle 848, page 111 
maximum economy. 


* Office Equipment . . . for more details circle 814, page 111 


Typographers 

New OR. ix. TRAVELING RACK oe 
isi . 1 
Advertising What’s your,problem? 

- Ten Hook-On Trays speed up 0 Cure it by calling 

Re ulrements printing, mimeographing, sort- 
» ng, inserting Keep things AL 5-1770 and get set with 
200 E. Illinois Street, Chicago 11 Write for folder 


oor ©. BULLARD, Inc. 
261 Mill Street All-Purpose Metal Equipment Corp. 


ee os i St Se i je ae ef 
Rochester 14, New York 150 eres STREET, NEW YORK 13,.N. Y 
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GS3 advertisers 


The “key number” preceding the name of 
each advertiser listed below corresponds to a 
number on the Readers’ Service cards on the 
following insert pages. If you desire additional 
information concerning the products or services 
offered by any AR advertiser, all you need do 
is to circle the number on the Readers’ Service 
card corresponding to the number shown in the 
index. The same numbers appear at the bottom 
of the advertisements, themselves. 


(OCCRRERERAEREEEREREREREREREREERERCEROEOCCEERECOCRECEECRRORRREREECCEE CREE RRRRRERRRRORREERREeeeeeeeeeeeReeeeS 
Readers 
Service 
Number 
760 Acme Gravure Services Inc. 12 
761 Acrolite Products Incorporated 4l 
840 Advertising Trades Institute, Inc. 40 
762 All-Purpose Metal Equipment Corp. 109 
819 All Purpose Products Co. 47 
768 American Neckware Mfg. Co. 46 
769 American Photocopy Equipment Company 4 
767 Amsterdam Continental Types & Graphic Equipment 67 
763 Animated Cartooning School of America 4l 
766 Art Coop, The 40 
764 Artkraft Sign Company ll 
765 Avery Adhesive Label Corp. 15 


771 Bartz, F. H. 68 
772 Belford Co., Inc. 106 
849 Bienfang Paper Co. 75 
773 Black Box Collotype Studios, Inc. 
770 Blick Co., Dick 
778 Bonne Chose 
774 Brown & Bro., Arthur 
775 Buffalo Photo Company 
779 Bullard, Inc., Howard O. 

Bundscho, Inc., J. M. 


Advertiser Page 


776 Burgess Cellulose Company 
777 Burrelle’s Press Clipping Bureau 


780 Capex Company, Inc., The 
781 Casgel Service 
789 Celanese Corporation of America 
782 Chart-Pak, Inc. 
783 Chase Bag Company 
784 Chicago Cardboard Company 
Collins, Miller & Hutchings, Inc. 
805 Colorfax Laboratories 
785 Comet Press, Inc., The 
786 Craftint Manufacturing Co., The Back Cover 
787 Crocker Co., Inc., H. S. 106 
788 Crocker Co., Inc., H. S. 108 


790 Delsam Company, The 22 
791 Dot Engravers, Inc. 86 
793 DuMaurier Company 45 
812 Du-Plex Onvelope Corporation 75 
899 DuVal Laboratories 48 
792 Durable Rubber Products Co. 96 


Eastman Kodak Company 33 
794 Engel, Inc., J. A. 41 
796 Estimating Handbooks Associates 
795 Eureka Specialty Printing Company 


799 Falulah Paper Company 
800 Ferber Pen Corp. 

801 Ferber Pen Corp. 

802 Ferrill & Company, Harve 
797 Filmack Studios 

803 Filmotype Corp. 

804 Flambeau Plastics Corp. 
806 Fredman-Chaite Studios 
798 Frey Sales Org. 


811 Gair Company, Inc., Robert 

808 General Binding Corporation 

813° General Outdoor Advertising Co. 

857 Gold and Associates, Sam 

867 Gold, Henry D. 

809 Grace Sign & Mfg. Co. 

814 Graphic Enterprises of Milwaukee, Inc. 
807 Graphic Systems 
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Readers 
Service 
Number 


WHUORRCOTERCE CRE OREREREREREREROCERGEEROREROCERRREOCECCECREOCCEROGCERCCORRRRECRCRERGROREGRERGRCRRGGERORERED 
810 Gray Inc., James 72 
—— Gymer, Frederick E. 78 
822 Hammond & Co., C. S. 

815 Hankscraft Company, The 

821 Haskell Ptg. Co., F. 

816 Headliner Products 

820 Henry & Son, N. 

817 Hernard Mfg. Co., Inc. 

898 Hollywood Banners 

818 Horan Engraving Company, Inc. 


825 Inco Co., The 108 
823 International Color Gravure, Inc. 

824 Intertype Corporation Inside Front Cover 
826 Jackson Printing Co. 108 
827 Jahn & Ollier Engraving Company 83 
828 J.J.K. Copy-Art Photographers 40 
829 Joy Industries 109 
830 Kleen-Stik Products, Inc. 8 
831 Komisarow Studios, Don 40 
832 Kurshan & Lang Color Service 42 


833 Lanston Monotype 

Machine Company Inside Back Cover 
834 Letter Shop Inc., The 75 
835 Major Photo Co. 39 
836 McGrath and Associates, Thomas F. 84 
837 Monsen-Chicago 64 
839 Moss & Co., M. E. 45 
838 Mulson Studio 39 


841 Nashua Corporation 88 
National Blank Book Company 2 
Naz-Dar Company 14 
Neenah Paper Company 53 
Nelson Associates Inc. 95 
Neon Products, Inc. 54 
Nestor Productions, Inc. 99 


O'Donnell Ltd., Neil S. 48 
Ohio Advertising Display Co. 23 
Oxford Paper Co. 

Parkhurst Enterprises, Pearce 

Perfo Mat & Rubber Company 

Photo-Cropper 

Pilot Productions Inc. 

Pioneer Rubber Company, The 

Pontiac Engraving and Electrotype Co. 

Porcelain Enamel Finishers 

Publishers Book Bindery, Inc. 


Radiant Color Co.__. 

Rapid Copy Service, Inc. 

RCA Victor Custom Record Sales 
Reilly Electrotype Company 
Remington Rand Inc. 

Roberts, H. Armstrong 

Robertson Sign Co. 

Rohm & Haas Company 

Ronald Press Company, The 


Sales Tools, Inc. 

Screen Process Printing Association 
Seal-O-Matic 

Service Bindery Co., Inc. 

Sickles Photo-Reporting Service 
Sloves Mechanical Binding Co., Inc. 
Sorg Paper Company, The 

Speer Incorporated, Stan 

Switzer Bros., Inc. 

Teich, Curt 

Tel-A-Story, Inc. 

Thilmany Pulp & Paper Company 
Underwood & Underwood 

Union Rubber & Asbestos Co. 
United States Envelope Company 
Veritone Company 

Volk, Jr. Art Studio, Harry 

Walk, Jay P. 

Warren Company, S. D. 

Warwick Typographers, Inc. 


Advertiser Page 





701/Circle on Readers’ Service Card 
Printing Trade Customs 

. - » 20-page booklet contains information of 
value to admen who buy offset or letter- 
press printing. (Page 103) 


702/Circle on Readers’ Service Card 

Reproduction Papers 

. . » booklet describes reproduction papers 

and their applications, including informa- 

tion on surfaces, weights and sizes. 
(Page 38) 


703/Circle on Readers’ Service Card 
Duplex Photocopying Paper 

. -. information and a folder are available 
describing a new paper which permits 
photocopies to be made on both sides of a 
single sheet of paper. (Page 38) 


704/Circle on Readers’ Service Card 
Artwork Projector 
. - « leaflet describes how Camera Lucikon 
projector scales photos and artwork, re- 
duces or enlarges from flat plane in true 
color and traces three-dimensional objects 
in enlarged or reduced perspective. 

(Page 39) 


705/Circle on Readers’ Service Card 
Color Reproportioning 

. .. details on “Barekolor,” a new process 
which permits changes in one or more di- 
mensions on original art to conform with 
different page sizes, bleed requirements, 
etc. (Page 40) 


706/Circle on Readers’ Service Card 
Sample Photo Portfolio 

. .. portfolio includes samples of black and 
white photography, including food shots, 
product shots, etc. from Shigeta-Wright 
studio. (Page 40) 


707 /Circle on Readers’ Service Card 
Desktop Copying Machine 

... details are available on “Copyflex 100,” 
new, high speed, desktop direct copying 
machine. (Page 40) 


708/Circle on Readers’ Service Card 

Art Supply Catalog 

. . . pocket-size handbook contains illustra- 
tions, information and prices on “everything 
for the artist, draftsman, sign writer and 
craftsman.” (Page 41) 


709/Circle on Readers’ Service Card 

Airbrush Compressor 

... details are available describing a new, 

single unit compressor designed to meet the 

needs of multiple airbrush installations. 
(Page 42) 


710/Circle on Readers’ Service Card 
Cartoon, Illustration Samples 

. « » portfolio contains samples of cartoon- 
typo illustrations for greeting cards, pres- 
entations, etc. (Page 42) 


r 


Use these return cards 
for publications 
mentioned on this page 


a Advertising 


Requ ‘emotes tet et a 


%& Send for these helpful selling tools 


711/Circle on Readers’ Service Card 
Portfolio of Artwork 

«++ portfolio includes samples of artwork for 
slide films, humorous drawings, booklets, 
folders, etc. (Page 42) 


712/Circle on Readers’ Service Card 

Erasable Papers 

. -. samples and information on a rag-con- 

tent paper that is almost entirely erasable 

and comes in popular weights and sizes. 
(Page 53) 


713/Circle on Readers’ Service Card 
Night Visibility for Displays 

.-- samples and details on a process which 
makes displays in full color visible in the 
dark. (Page 60) 


714/Circle on Readers’ Service Card 

Color Flood Lamps 

. . . Circular illustrates and describes new 

line of color flood light bulbs in five basic 

colors, introduced by Radiant Lamp Corp. 
(Page 60) 

715/Circle on Readers’ Service Card 

New ATF Typefaces 

. .- folder displays three new typefaces and 


} Readers’ 
| Service 


Dept. 
21010 


Name__ 


Company... == 


| ® Please send me the following: 


Items mentioned in Editorial Columns 


an older style which is coming back into 
popular favor. (Page 68) 


716/Circle on Readers’ Service Card 
Plexolite for Displays 

. . . color cards and complete information 
are offered describing uses of Plexolite as 
a display material. (Page 71) 


717/Circle on Readers’ Service Card 
Advertising Essential Show 
. . . details and tickets are available for 


New York's Advertising Essential Show, 
November 15-17. (Page 71) 


718/Circle on Readers’ Service Card 
Direct Advertising Booklet 

. . « Dickie-Raymond offers booklet whicn 
answers questions on how to use direct mail 
most effectively. (Page 74) 


719/Circle on Readers’ Service Card 
Business Prospects List 

... 1954 “List o’ Trades” by W. S. Ponton 
Inc., which includes more than 12,000 cate- 
gories of business prospects as well as an 
alphabetical list of principal trades and pro- 
fessions in the VU. S. (Page 75) 
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720/Circle on Readers’ Service Card 


paneer p dor os 
booklet describes and illustrates a sten- 


(Page 79) 


722/Circle on Readers’ Service Card 
Revised ROP Color Report 

..+ The “Lake Shore Report on Newspaper 
R.O.P. Color Requirements” has been re- 
vised and brought up to date with detailed 
information from some 1,000 newspapers. 


(Page 86) 


723/Circle on Readers’ Service Card 
Supermarket Buying Habits 

... A study, “Latest Facts About Today's 
Shopper in Supermarkets,” is available from 
E. L du Pont de Nemours & Co. (Page 90) 
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724/Circle on Readers’ Service Card 

Adhesive-Backed Labels 

.-. folder describes Metal-Cal, a decal-type, 

adhesive-backed metal label, available in 

six colors. Sample labels are included. 
(Page 90) 


725/Circle on Readers’ Service Card 
Transparent Packaging 

. . » booklet tells how Vuepak, transparent 
rigid cellulose acetate packaging material, 
can be fabricated and used in many ways. 


(Page 90) 


726/Circle on Readers’ Service Card 
Tufflite Display Samples 

. « colorful folder shows nine samples of 
sculptured displays made from Styrofoam 
and produced by Tufflite. (Page 95) 


727 /Circle on Readers’ Service Card 
Foam Snow 
. @ leaflet from GloBrite Products Inc. 
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728/Circle on Readers’ Service Card 

Timer Unit for Displays 

. «+ @ leaflet from Gale Dorothea Mechan- 

isms describes a timer unit that can control 

up to 17 different electrical loads and can 

produce a wide variety of lighting effects. 
(Page 96) 


728/Circle on Readers’ Service Card 
Display Production 
. » » Presentation Press offers sample pages 
and a description of a new manual, “Point 
of Purchase Cardboard Displays,” which 
is intended for the planning, construction 
and production of cardboard display pieces. 
(Page 96) 


730/Circle on Readers’ Service Card 
Christmas Decorations 
- a set of catalogs describing cellophane 
and aluminum foil Christmas novelties. 
Price, size, and color lists are included. 
(Page 96) 


731/Circle on Readers’ Service Card 
Display Folder 

- » » Copeland Displays Inc. offers a folder 
showing 17 displays it has produced for 
national advertisers. (Page 86) 


732/Circle on Readers’ Service Card 

Tape Playback Unit 

. . - information and details on a low-cost 
playback unit which works in conjunction 
with any 78 rpm single-play phonograph 
turntable. (Page 102) 


733/Circle on Readers’ Service Card 

Use of Die-Cuts 

- . « Freedman Cut-Outs offers a bulletin 
showing a variety of uses of die-cuts for 
direct advertising and point-of-purchase dis- 
plays. (Page 105) 


734/Circle on Readers’ Service Card 
Saddle Stapler 

. - information about a new saddle stapler 
which comprises the operating mechanism 
of the B8S stapler mounted on a saddle 
base. (Page 106) 


735/Circle on Readers’ Service Card 
Plastic Bindings 

-- @ booklet illustrates and describes seven 
Plastico plastic binders manufactured by 
Plastic Binding Corp. (Page 107) 


736/Circle on Readers’ Service Card 
How to Do Plastic Binding 

. - folder tells how to plastic bind booklets, 
catalogs, sales presentations, etc., in four 
steps. (Page 107) 


737 /Circle on Readers’ Service Card 
isi-Graph Sample 
- descriptive folder includes sample of 


Visi-Graph, flannel board manufactured by 
Ohio Flock-Cote Co. (Page 99) 





THE ROMANS HAD TWO WORDS FOR IT: 


= 
s*> CAVEAT EMPTOR 


. but whichever printing process your heart dictates (or the exigencies of the situation 
de mand) you can rest assured, if you specify type froma MONOTYPE caster you will never 
have cause to remember, painfully, the old saw quoted above. For whether it be set in 
Saskatchewan or Cincinnati, composition from ‘Monotype’ machines has uniform, 
inherent standards of quality which make it a safe, dependable ingredient for any 


fine printing recipe ... be it fish or fowl or good red herring! 


LETTERPRESS 


ads or folders— books or booklets —from type, 
stereos or electros...will print better and mould 
better from the uniform, deeper drive printing 


surtace of types cast on a ‘Monotype machine. 


OF FSET lithography sparkles with brilliance in direct proportion to the crispness of the 
reproduction proofs furnished your lithographer. A type form from a ‘Monotype’ caster is 


even all over and vields magnificent repro proofs for just that reason. 


GRAVURE 


positives are frequently type printed on clear acetate. 
Nothing, and we repeat nothing, in the field of 
machine typesetting performs this ticklish, difficult task 
with the ease and nonchalance ofa ‘Monotype.’ 

So, relax, spend your creative time creatively, tell your 
composition house how you feel about single type 
composition os smachine-set single type composimion... that 


. ’ 
Is, type set on Monotype machines! 


LANSTON MONOTYPE CORPORATION 


261 Madison Avenue, New York 16, N.Y. 


for more details circle 833, page 11} 





ola Weel! 
drawing “bored?” Ogres to Craftint 


art materials...for 


easier, faster, 


better art! 


For unbelievable savings 

in time and money, try these 

exclusive Craftint shading 

mediums as short cuts 

to better art... Singletone and 

Doubletone, the drawing boards with the invisible 
built-in shading screens . . . Craf-Tone, the 
adhesive-backed all-embracing shading medium 
... Craf-Type, the jiffy adhesive-backed 
alphabets . . . Craft-Color, the adhesive-backed 

| quick color system available in 19 beautiful shades. 


You'll also find these other Craftint products the best start toward good art: 


Art Papers and Pads - “66” Drawing Inks » Show Card Colors + Artists’ Brushes 
“Kleen-Stik” Rubber Cement + Acetate Sheets and Rolls + “Spray-Art” Fixative 


Cc rattint 


THE CRAFTINT MANUFACTURING CO. + 1615 COLLAMER AVE.+ CLEVELAND 10, OHIO 


. . . for more details circle 786, page 111 





